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Rough Proofs 


Dr. Donald Laird is sure odors 
will be a bigger factor in making 
sales hereafter. If this is so, the 
meat packers in the stockyards dis- 
trict of Chicago have a rich future 
ahead of them. 


. a 


A couple of college profs have 
undertaken to improve on the Bible, 
and have issued their idea of how 
it ought to have been written in the 
first place. One quick look will 
convince you that it is just another 
noble experiment. 


’ v7 F 


My idea of a modern college pro- 
fessor is the dean of men at Vander- 
bilt University, who was apprised of 
a W. C. T. U. resolution against 
cigarettes and replied with simple 
dignity, “It’s just a lot of bologna.” 
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At that the chances are that this 
professor was misquoted, and that 
what he really said was, “Aw, ba- 
loney.” 


, 


Cc. F. Kettering, the well-known 
monkey-wrench mechanic, says that 
he is going into the business of mak- 
ing pressure-gauges for high-pressure 
salesmen. It’s too late; all those 
salesmen have now is high blood- 
pressure. 
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College Humor reports that the 
American college girl spends $180,- 
250,000 a year for dresses alone. 
But whenever there’s a party, she 
still insists that she hasn't a thing 
to wear. 
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Sears, Roebuck retail stores are 
now doing more business than the 
other departments, it is revealed. Is 
it possible that the great American 
institution, the mail-order catalog, 
is really on the way out? 


?; yy 


One of the great advantages of 
the new Stewart-Warner “world ra- 
dio” is that it will give the listener 
an added choice of programs to tune 
out. 

vveegy 


“To women who understand men,” 
Pioneer addresses itself. It’s a good 
thing it didn’t place its bets on men 
who admit that they understand 
women. 


> 37, F 


General Electric is issuing a 
Magazine called “The Silent Host- 
ess.” Now you tell one. 
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The Lane Company, which be- 
lieves in romance and hope-chests, 
is appealing to young men who feel 
it but can’t say it, by including a 
high-temperature love letter in its 
magazine copy. Maybe they can 
sell some correspondence courses if 
the hope-chest business turns out to 
be sour. 

a i 


Paul B. West and his A. N. A. 
committee are going to look hard at 
all the information they can get 
about circulations. Each member of 
the committee will be equipped with 
an Eveready. 


7, ¥ 


Do you remember ’way back when 
they used to advertise cigarette- 
lighters? 


Cory Cup. 


MCCALL'S GOES 
BACK TO RATES 
OF OCTOBER ‘28 


Announces $500 Reduction 
in Telegrams 


New York, Dec. 3.—Though main- 
taining its circulation guarantee, 
McCall's Magazine wired advertising 
agencies Tuesday of a $500 reduc- 
tion in the page rate. This puts 
McCall's back at the rates in effect 
in October, 1928, when the guarantee 
was 450,000 less than at present. 


The rate reduction is made for 
19 months, beginning at once with 
the March, 1932, issue, and ending 
with the September, 1933, number. 
The rate per line is reduced 75 cents. 

In a letter to advertisers and agen- 
cies, John C. Sterling, advertising di- 
rector and vice-president of The Mc- 
Call Company, described the back- 
ground leading to the decision. 


“In these times, the advertiser 
wants both lower net advertising 
costs and a lower rate per page per 
thousand,” he said. 

“The publisher wants to survive 
against volume declines and possible 
rising costs, both of which center 
around the fact that a rate once re- 
duced cannot be re-established for 
revenue inside of 14 months. 


Reconcile Interests 


“In this 19-month method, The Mc- 
Call Company believes it has found 
a way to reconcile the interests of 
both the advertiser and the publisher. 


“The advertiser will have both a 
lower net page cost and a greater 
quantity per dollar of expenditure. 
The publisher, on the other hand, has 
not receded from a reasonable cir- 
culation position, nor has he perma- 
nently established a rate per page 
per thousand guarantee basis from 
which there is no returning. 


“From the publisher’s viewpoint, 
volume of advertising is a much more 
important factor than paper prices 
in determining ability to reduce 
rates. From time to time The McCall 
Company will review the rate situa- 
tion; advertising volume will be the 
main factor in determining our abil- 
ity to extend this 19 months’ per- 
iod.” 

Mr. Sterling reported McCall's per- 
centage of total lineage among the 
six leading women’s magazines. This 
percentage was 9.6 in 1925; 11.1 in 
1926; 12.3 in 1927, increasing every 
year to 15.3 per cent in 1931. 


Industrial Paper 
Announces Reduction 
Chicago, Dec. 3.—The Gillette Pub- 
lishing Co., industrial publisher, has 
announced a reduction of $20 per 
page in rates for Water Work and 
Sewerage. This is the second Gil- 
lette paper on which rates have been 
reduced for 1932, the first being En- 
gineering and Contracting. 


“With no intent to indulge in an 
attitude of self-approval,” said Tal- 
bot C. Hatch, advertising director, 
“nor on the other hand to place it- 
self in the defensive position of hav- 
ing to ‘explain the whys’ of the mat- 
ter, the Gillette Publishing Company 
frankly bases its action on a desire 
to meet halfway the prevailing de- 
mand for reduced rates.” 


Ask Federation to 
Administer National 
Advertising Awards 


New York, Dec. 4.—The Advertis- \ = 


ing Federation of America an- 
nounced today it will accord serious 
consideration to a plan submitted 
by the Advertising Council of the Chi- 
cago Association of Commerce to es- 
tablish annual awards for advertis- 
ing campaigns of notable merit. 
The chief weakness attributed to 
the recently discontinued Harvard 
Awards System would be eliminated 
by local and sectional awards in 
each of the 12 A. F. A. districts, only 
outstandingly successful advertis- 
ing reaching the natioral finals. 
The Chicago recommendations 
were developed by an Advertising 
Awards Committee made up of W. 
Frank McClure, vice-president of 
Carroll Dean Murphy, Inc., chair- 
man; Max A. Berns, Universal At- 
las Cement Co.; Homer J. Buckley, 
chairman of the board, Buckley, De- 
ment & Co.; Carroll Dean Murphy, 


president, Carroll Dean Murphy, 
Inc.; G. R. Schaeffer, advertising 
manager, Marshall Field & Co.; 


Frederick P. Seymour, Horder’s Inc., 
and O. C. Harn, managing director 
of the Audit Bureau of Circulations, 
and chairman of the council, ex of- 
ficio. 

The detailed plan was worked out 
by a sub-committee made up of 
Messrs. Murphy and Schaeffer. 


Preserve Principle 


The recommendations pointed out 
that “it is proper to _ forestall 
unauthorized, unrelated and _  non- 
standard contests which may lead 
to confusion and a loss of confidence 
in such awards.” 

The plan provides that entries 
may be volunteered by anyone. 

Local, sectional or national officers 
will also invite advertisers to par- 
ticipate. 

The plan proposes awards in all 
important Classifications, including 
space advertising (pages and frac- 
tional space units, and campaigns) ; 
outdoor; direct mail; counter and 
self-selling displays, and radio. 

It is suggested that space may be 
gradually sub-divided by mediums, 
as general, class, industrial, trade; 


PRESENTS PLAN 


= 


W. Frank McClure 


and by direction, as manufacturer, 
retail, mail order, institutional, serv- 
ice, financial, public utility, insur- 
ance, publishing, and juvenile. Com- 
plete campaigns, showing properly 
inter-related use of mediums, will re- 
ceive special attention. 

The committee also recommended 
development of uniform and well 
balanced rating standards by which 
all judging shall be conducted, these 
standards to go beyond art, typog- 
raphy and novelty of appeal. 

“They should recognize effective- 
ness in relation to all objectives, 
breadth of influence upon trade fac- 
tors as well as consumers,” said the 
committee, “and should reward in- 
stitutional value and penalize short- 
sighted, unethical and _ cut-throat 
practices.” 


Give Proper Credit 


The new system would indicate 
who is chiefly responsible for the 
work entered, dissipating some of 

(Continued on Page 12) 


Last Minute News Flashes 


Chesterfield to Have Daily Radio Program 


New York, Dec. 4.—Chesterfield cigarettes will take the air via Col- 
umbia Broadcasting System in a daily 15-minute program starting Jan. 4. 
The time will be 10:30 P. M., when Luckies are holding forth on N. B. C. 


Cramer Appointed Western Four A’s Chairman 


New York, Dec. 4.—John Benson, president of the American Associa- 


tion of Advertising Agencies, named 


F. G. Cramer, president of the Cra- 


mer-Krasselt Co., Milwaukee, chairman of the Western Council, succeeding 


John H. Dunham, resigned. 


Drug Chain Invades Radio Field 


Chicago, Dec. 4.—After a test in 


10 stores, the Walgreen Company is 


selling the “Aetna” five-tube radio, retailing at $24.85, in all units. Sales 


are cash, with no service. 


Agent Arrested in Puzzle Copy Crusade 


Chicago, Dec. 4.—An officer of 


a Chicago advertising agency was 


arrested on a charge of using the mails to defraud in puzzle contest adver- 


tising. 


FURIOUS DRIVE 
LAUNCHED FOR 


NEW CHEVROLET 


Hurricane of Promotion Backs 
1932 Model 


Detroit, Mich., Dec, 3.—Utilizing 
the most intensive outdoor campaign 
ever staged, the Chevrolet Motor 
Company is engaged in a mammoth 
sales promotion drive to focus the 
eyes of the country on “the first car 
in the low-priced field to offer both 
synchro-mesh transmission and free 
wheeling.” 

The teaser advertising will culmi- 
nate Dec. 5 in a renewed burst of 
activity designed to help dealers cash 
the campaign for the 1932 model. 
In addition to outdoor advertising, 
the company is using 5,355 daily and 
weekly newspapers, radio, dealer win- 
dow displays and phonograph rec- 
ords to stir national interest in “The 
great American value for 1932.” 
Magazines will take up the story in 
January. 


Use Comic Poster 


The lid was blown off Nov. 28 when 
25,000 panels in towns of 15,000 and 
over blossomed out in cartoon posters, 
urging the public to “Keep Your Eye 
on Chevrolet.” Chevrolet used one 
and one-half times a full showing for 
a week, a scale unprecedented in the 
outdoor field. 

In Detroit, the poster campaign 
was climaxed with a talking panel 
carrying the voices of two announc- 
ers through amplifiers to the streams 
of traffic passing one of the city’s 
busiest intersections. The eyes and 
mouth of the comic figure on the 
panel moved at the will of operators. 

The same day the “Chevrolet 
Chronicles” hour, broadcast over 169 
stations, took up the “Keep Your Eye 
on Chevrolet” theme, and 10,000 
dealers covered their windows with 
promotional banners and distributed 
over one million lapel buttons. The 
radio message was resumed in one- 
minute announcements over 151 sta- 
tions Dec. 3-4-5. 


Drive on Owners 


On Dec. 2 every owner of a Chev- 
rolet received a four-inch Durium 
phonograph record by mail. It was 
labeled “Advance Information on the 
Great American Value for 1932.” 
When played, it revealed highlights 
of the new car and concluded with 
the teaser slogan. The curiosity of 
recipients was aroused by an illus- 
tration of an unidentified car on the 
back of the record. 

A feature of mailings to dealers 
was a miniature copy of the regular 
Chevrolet catalog, wrapped in cello- 
phane, carrying the legend, “Fresh 
News of the Great American Value 
for 1932.” 

After the newspaper announcement 
of Dec. 5 and after the 25,000 panels 
are changed on that date to carry 
full details of the new car, it is esti- 
mated that 76 tons of promotional 
matter will have been used in a brief 
week to introduce the new model. 

The new copy will proclaim a 20 
per cent increase in power, asserting 
that the new Chevrolet maintains a 
speed of from 65 to 70 miles an hour. 
The new model, the advertisements 
will say, offers more radical changes 
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ADVERTISING AGE 


December 5, 1931 


in Chevrolet than any since the prod- 
uct was changed from a four to a 
six in 1928. 


Magazine advertising will start 
with January issues, when 20,000 
ears will have been distributed to 
dealers for floor display. The Camp- 
bell-Ewald Company, Detroit, is exe- 
cuting the campaign. 


COMMISSION 
TELLS WHY IT 
WAS REVERSED 


Washington, D. C., Dec. 3.—Two 
cases in which its decisions were re- 
versed by Federal courts were sum- 
marized by the Federal Trade Com- 
mission in its monthly report. 


The Commission ruled that the 
Flynn & Emrich Company, Balti- 
more manufacturer of stokers, was, 
in bad faith, threatening concerns 
installing stokers manufactured by a 
competitor with infringement suits, 
when, as a matter of fact, the com- 
pany had not determined to bring 
any suit. 


The Circuit Court of Appeals held 
the charge of bad faith was not sup- 
ported, “good faith always being pre- 
sumed until the contrary is shown 
by proof.” 

“The company, in claiming in- 
fringement, did only what its officers 
undoubtedly thought they had a per- 
fect right to do,” continued the court. 

“There was no public interest in- 
volved. The only competitor in- 
volved was the Perfection Company. 
Only five purchasers of stokers were 
approached by Flynn & Emrich sales- 
men, and not one of these was pre- 
vented from purchasing the Perfec- 
tion Company’s appliance. The case 
is a private controversy.” 


Rule on Mergers 


The Second Circuit Court reversed 
the Commission in its ruling against 
Vivaudou, Inc., quoting the United 
States Supreme Court: 

“Mere acquisition by one corpora- 
tion of the stock of a competitor, 
even though it result in some lessen- 
ing of competition, is not forbidden; 
the act deals only with such acquisi- 
tions as probably will result in less- 
ening competition to a substantial 
degree—that is to say, such degree 
as will injuriously affect the public.” 

The Circuit Court said for itself: 


“There can be no monopolistic 
tendency in acquiring control of 
properties which added $4,000,000 to 
a $3,000,000 business, when the total 
for the country is $125,000,000. 


“There is no evidence of increase 
in price, elimination of any lines, 
nor division of territory. The effect 
seems to have been to increase the 
sales of the three companies, Vivau- 
dou, Inc., Smith Company and Par- 
fumerie Melba, Inc.” 


SECOND POSTER IN CHEVROLET OUTDOOR DRIVE 


33 Stations to 
Carry Florists’ 
Radio Program 


Detroit, Mich., Dee. 3—The Flor- 
ists Telegraph Delivery Association 
will use radio on a national scale for 
the first time next week and one eve- 
ning thereafter for 12 weeks with 
electrical transcriptions over 33 se- 
lected stations. 

Rudolph Friml, famous Viennese 
composer, has written the theme 
song, “Flowers to Remember You 
By,” and his compositions will be 
featured exclusively by an 18-piece 
orchestra which he directs and by a 
mixed quartet. Each program will 
also present a piano solo by the con- 
ductor. 

The continuity, besides aiming to 
increase the public’s appreciation of 
flowers and broaden its conception 
of their uses, will stress the world- 
wide facilities of the Florists Tele- 
graph Delivery Association. 

The association’s only previous use 
of radio was a single spot broadcast 
last Easter Sunday. The current 
campaign was prepared by Brooke, 
Smith & French, Detroit, and placed 
through National Radio Advertising, 
Inc., New York. 

The association has offered sugges- 
tions to its 6,000 members for tie- 
ups in newspapers and window dis- 
plays, mats for the former being pro- 
vided. 


Philadelphia Club 


Honors Its Founders 


Mrs. Helen Strauser Barner, one 
of the founders, and Nellie Quirk 
and Reba D. Woodington, charter 
members, were honored at a dinner 
of the Philadelphia Club of Adver- 
tising Women. 

Mrs. Barner organized six adver- 
tising women in June, 1916, to act 
as hostesses to the Associated Adver- 
tising Clubs of the World. From this 
beginning, the Philadelphia club has 
grown to 150 members. 


Heat Planes with Steam 


American Airways will place 
steam-heated airplanes in service be- 
tween Cleveland and Louisville. 


SELLING DUTCH MASTERS PROGRAM 
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How the Consolidated Cigar Corp., New York, sells its 
broadcasting in trade paper advertising. 


REMADE HAT 
RESOLD UNDER 
NOTED BRANDS 


New York, Dec. 3.—The sale of re- 
conditioned hats as newer has reached 
such proportions that it constitutes 
a serious menace to national adver- 
tisers in this field, according to the 
Fairchild Publications. 

“Starting many months ago in the 
expoitation of old hats that were 
turned and reworked, the plan has 
become so widespread that it is tres- 
passing on trade names,” said this 
authority. 

“Although declining to go into de- 
tail Warren S. Smith, executive sec- 
retary of the Hat Institute, admitted 
a complaint has been filed with the 
Federal Trade Commission and hear- 
ings will probably be held this 
month. ss 

“Some of the best known stores in 
the country are said to have these 
reworked hats in stock. In many in- 
stances it is asserted they have 
stocked without knowledge that they 
are old hats that have been reno- 
vated. John B. Stetson Co. hats ap- 
pear to have borne a considerable 
amount of the ‘reworked racket.’ 


How Racket Works 


“It is alleged that leathers from 
old Stetson hats have been cleaned 
and sewn into hats, the brims and 
crowns of which have been turned 
and sewn back. In other instances, 
it is alleged, there has been an ac- 
tual business in the manufacture of 
new leathers or sweatbands, on 
which the Stetson name is stamped. 

“Often, it is declared, the Stet- 
son sweats have been found in hats 
of other makes and in one specific 
instance a new Stetson sweat was 
sewn into a hat originally made by 
Frank H. Lee & Co., and which had 
been cast out, reworked and sold to 
a merchant. 

“It was further pointed out that 
the Stetson Company uses a recog- 
nized size sticker that is found un- 
der the hat leather. These stickers, 
it is said, are being taken from old 
headwear made by Stetson which 
has been worn and cast aside. The 
collectors of the stickers, it is al- 
leged, have found a market which 
pays them five cents for each.” 


Milwaukee Women 
Hold Round Table 


The Women’s Advertising Club of 
Milwaukee has started a monthly 
round table meeting in the interest 
of practicality. 

Members state individual problems 
and get the composite opinion of all 
present. 


Offer Tropical Jaunt 


Instead of bringing star salesmen 
to Cleveland in 1932, the refrigera- 
tion department of the General Elec- 
tric Co., Cleveland, will give them a 
tour of the tropics. About 600 have 
already qualified. 


Name Kelly-Smith 


The Huntsville (Ala.) Times has 
placed its national representation 
with the Kelly-Smith Company. 


of New Firm 
Making Debut 


New York, Dec. 3.—One of the first 
publishing ventures of Ray Long, 
who recently left Cosmopolitan to 
enter the book field with Richard R. 
Smith, is “The Old-Time Saloon,” by 
George Ade, copy for which is now 
appearing in newspapers. 

The gentle reader is apprised by 
this advertising that the slogan of 
the new firm is “Books Published 
with Enthusiasm.” He also notes 
that the copywriter has borrowed 
the style that made Mr. Ade famous. 

“The spot to the left of the author’s 
name is a tear drop,” said the copy, 
decorated with a fac-simile of George 
Ade’s signature. It continues: 

“This blithesome volume is a rec- 
ord (Not Wet—Not Dry—Just His- 
tory) of an institution which has 
Gone Over the Mill. It’s the story 
of Gilded Palaces, Corner Emporiums 
and just plain Low-down joints. 

“Of free lunch and midnight har- 
mony. Of barkeeps who were Every 
Man’s Friend, and of some who 
swung wicked bung-starters. There’s 
many a laugh in its pages, but there’s 
also a comprehensible Explanation 
of why the Noble (so to speak) Ex- 
periment was Inevitable. 

“George Ade’s humor and philos- 
ophy were so infectious that they not 
only inspired Herb Roth to do the 
heart-rending picture above, but led 
Harrison Fisher, James Montgomery 
Flagg, Rube Goldberg, Leon Gordon, 
Dan Groesbeck, John Held, Jr., Rea 
Irvin, H. T. Webster and Gluyas Wil- 
liams to draw on memory for some 
of the best pictures that ever graced 
the pages of a book.” 


Start Export Monthly 


Mariano Laos Lomer, Peruvian 
hewspaper correspondent of Boston, 
will start Pan-American New Eng- 
land Dispatch, a monthly, to promote 
good will between New England and 
South America. 


NEEDY SELECT 
BRANDS UNDER 
CHARITY PLAN 


Consumer Preference Holds 
Sway in Relief 


Chicago, Dec. 3—Under the plan 
devised by the United Charities for 
this and other cities a disturbance 
of retail business activity will be 
avoided during the period of emer- 
gency relief and advertised foods will 
continue to have the inside track 
in the race for the market repre- 
sented locally by $1,000,000 a month 
in food allowances. 

Not only will dependent families 
be able to buy where they please, 
but they may exercise their prefer- 
ence for brands. The only restric- 
tion is that they avoid retailers 
whose prices are out of line. 

Capitalizing on the situation, the 
Chicago-Cook County Retail Grocers 
and Butchers Association has fur- 
nished members with window ban- 
ners reading, “We redeem all char- 
ity orders.” Members are also ad- 
vised to check old accounts to see if 
any are receiving charitable assist- 
ance, and to go after the business 
if this is the case. 

The independents favor the plan, 
as beneficiaries of the charity will 
be requested to patronize dealers 
who formerly gave them credit. This 
automatically eliminates the chains 
in most cases. 


Won’t Name Dealers 


The United Charities grocery or- 
ders will be issued in blank and em- 
ployes are forbidden to write in the 
name of a dealer. Dealers filling 
the orders will write in their own 
names and addresses and return the 
orders to the charity for payment. 

Most of the orders will make a 
specified allowance for fresh meat 
of from 50 cents to $2. If the dealer 
does not carry meat, he may fill the 
grocery order by giving the client 
the meat allowance in cash. 

Dealers are required to attach an 
itemized list signed by the holder of 
the order when returning it for pay- 
ment. The prices are checked in the 
district office of the charity, and, if 
not conforming to current prices, the 
client will be advised not to trade 
with that dealer and the matter will 
be referred to the Chicago-Cook 
County Retail Grocers and Butchers 
Association or to the main office of 
the chain store concerned. 

Where he will trade next will 
still be left to the client, the plan 
being to leave the needy as free as 
though they were spending their own 
money. 


SERVE TEA IN NEW BEAUTY SALON 


Super-service is the keynote of 


Stearns €& Co., Boston department store. 
Clients control the speed of hair dryers. 
received in the midst of a@ shampoo. 

overalls of buttercup yellow. 


the new beauty salon of R. H. 
Chinese girls serve tea. 
Telephone calls may be 
Patrons are provided with 
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NOVEL LAYOUT and newspapers is largely due to the|for drawings, said there is an imagi- Appoint Lyman Trish 
___ | influence of the movies, which have | native quality possible in drawings The Railroad C tive Build T, Confined 
gue || trained people to enjoy pictures in| which the photographer cannot aP-| ing “4 ci dielieden all York. ax Confined to ae 
‘ spite photographic form. Approximately | proach. has appointed Lyman Irish & Com. Agency Commission 
“a 85 per cent of all illustrations usedin| One of the limitations of the photo-| pany, Inc. Newspapers and outdoor 
4 : : Atlanta, Ga., Dec. 3.—An ad- 
: oad advertising in magazines today are| graph, according to Mr. Spreter, is | advertising will be used. ’ . 
; cus, .,|| Photographic. Newspapers are fol-|its inability to be funny. It is more ———— vertising agency is liable to 
( ) ™ i Wes Sh  enamamacih any lowing suit now that photographers | difficult also to get individuality in Patex Fibre to Grey me ry gross —— = 
BR, 9. ee a are are learning how to produce photo-| advertising with the use of photo-| 4. patex Fibre Core, Now York only on its commissions an 
9 graphs with simple values for news| graphs. Models are repeated. Val-| patex Towels, has appointed Goaw not on Gress business, the Ful- 
’, @ ty stock. ues of color are much the same. The Advertising Service, Inc. te sy we held = he 
eh. fy ae The chief reason advanced by Col-|™more photographs used, the more : ey ry a hr mo > 
) > onel Steichen for the success of the | "nique and, therefore, the greater ° ° edie o~ 
| Neb at pies evar, We gee N photograph for advertising was its| attention appeal of drawings. ened Hit oA L ae Ayre Commis- 
e convincing quality. The camera is —__—_——_—- igarette fax Law re ai a to the State 
e so convincing and truthful in its de- : A dealer who “gives away“ ciga- , . 
hap lineation that Ht hae made manutac-| ye’ wertcr teen pert cor wee (ret opamers withthe purchase. of 
: s e Warre eam Pump Co., War-|can of tobacco is liable to the Sou 
L De. maiz 4 | turers realize ~ 4 products need re ren, Mass., has appointed the K. R.| Dakota cigarette tax, the Attorney | vent the tax by printing the state- 
, Nibl ts —~ designing, he said. Sutherland Co., Boston. Business | General ruled. ment on the package of cigarette pa- 
> Roy Spreter, in defending the case | papers and direct mail will be used.| An attempt was made to circum-| pers that they were given away. 
< ™ ratte ————————— —————— Ss 
l aa 
. Fach advertisement of a new full 
- color series prepared by the Chicago 
1 ofice of Erwin, Wasey & Co. for 
Del Maize niblets brings a life size 
. kernel between each line of type. 
e 
Ss 
- 
l- 
I- 
if 
a eae 
Ss New York, Dec. 3.—Ruthless com- 
parison of the methods employed by . 
1, advertisers in the same field fea- 
ll tured the third of the series of 
‘Ss weekly lectures held by the Art Di- 
is rectors Club of New York. 
1S Charles LeRoy Whittier, copy chief 
ot Young & Rubicam, was diplomatic 
enough, but Sara Birchall, executive 
copywriter of Kenyon & Eckhardt, 
r- presented two advertisements of the ‘ P : : : 
oa came thing, with enustic comment. Four hundred and thirty-nine years ago the savages dollars for needed things—Faith to try again the marts 
1e The thing was a shirt and Miss| of America first saw the face of an European. of trade which have been left so long in comparative 
is Birchall said: ‘ 
m “thes Wein at tile enn In less than five centuries—no more than a pause in dormancy—Faith to bolster up our weakened courage. 
4 . a smart oe in Paris. —— the measurement of Time—there has been builded Where shall we find it—this elusive, intangible ele- 
: Suropean correspondent reports the ‘ r oF «00s ‘ ‘ . P 
a presence of this plaitless shirt in| Upon this ‘new’continent a virile civilization which has ment called Faith? Who shall step forth and retrieve 
“ orege~ = Paris and proves it with} heralded its progress through outstanding achieve- our fallen courage? How soon can this gigantic task 
this sketch. " ‘ ay Mae ‘ 
a “Apeaw hives. on the ethos bend.) ORO practically every division of human activity. be accomplished? 
set their scene at the Roxy, judging} We need but gaze in vagrant fancy to see . . . Look to the Leaders. The humble householder can 
from the tremendous brass railing ; 
ae and astounding chandelier. The The growth of transportation from oxcart to trans- scarce but view with alarm his knowledge of his own 
‘ man’s clothes are right, except that} continental airplane . . . the development of steel from ings — i is i 
7 chs Geis eeuaiee wake talks 06 ten ' — P ; shortcomings — that is why he follows his intrepid 
if a Roxy show. But his head! Mercy merest brain child to monarch among industries... Leader. And so, as fast as Leaders show their Faith, 
me, he looks like a young truck driver . s ‘ ‘ ‘ ‘ 
ransformation from primeval forest to lush green : 
-- i. a da ie i aa ante oO p & in multiplying thousands will others follow; for the 
‘il works and then went to sleep in the fields which produce more than all our peoples can slightest words and actions of the Leaders are ob- 
ok a: eg ee em consume—truly, the hand of Time has dealt with us served, discussed and imitated by a thousand uniden- 
1S x . . . 
> nd 3 
of iia: itis deal: Scat Sasi ieieeity showered us as a mation with voetune beyo tified followers. 
is demode. She is also wearing long the wildest dreams of those grim, determined men who Are you a Leader? 
‘ill gloves, which are now selling at ia 
an $1.95 and consequently are no longer first set foot upon these shores. 
as smart. Her pose is not that of a And yet, today, we ponder... Something seems to have 
wn lady, but of a movie queen attempt- ? ‘ ‘ ‘ ore ‘ 9 150 T 
ing to combine an air of regal hau- gone amiss in our ‘machinery of civilization’—some RESIDENTIAL BUILDING ACTIVITY 
— teur with an air of follow-me-lads. undetected flaw must be playing havoc with us—we E | IN 1931 
“It is a class job by a mass hand.” ae ” cc 4 140 
Sie. Wistiaher quan Simadh an exttient.| eat: All!’ cry the fearful ones, ‘‘All may yet be 8 
He suggested that art directors must swept away in the darkness of a single night !”’ 4 “ 
be less arty and learn more about f ‘ 6 MY) 
merchandising, selling and the _ his- What foolishness is this? 3 130 YY Yy wy 
tory of the product, so they will be . . ‘ , . = G GY VGVD)MMGTT@PC}WVUN. 
siiie top Gian te thn: eaaiian of The land is filled with honest toilers who will gladly = . ~ . 
any problem. set their hands to the spinning wheels of industry... 2 3 38 
“The important thing is to get an - P 
idea that will sell no matter how] OUr coffers are filled to overflowing with golden treas- 
— * poor ge 1 ok ages ures... ambitious men still pursue their ambitious For half a century AMERICAN BUILDER AND 
a. ee a oals BUILDING AGE has kept faith with the building 
— See es eee) © industry; today, more than ever before, this stead 
words, you have the best possible : : : ean ae ’ a ‘ 
sbecotnemeet.” What then is lacking? fast effort is being rewarded by the splendid sup- 
He offered the Hardman Piano A single element—Faith. port received by this publication from many thou- 
campaign—“Their Hands Will Not ; : : ; sands of active builders, dealers, residential archi- 
Be Idle’—by the Paul Cornell Com- Faith to buy the single dollar item that will replace tects, operators, and associated building field pro- 
pany as an example of effective) the worn out kitchen utensil—Faith to use the hoarded fessionals. 
dramatization. 
Debate on Art Member: A. B. C., A. B. P., National Shelter Group 
The second lecture in the series 
took the form of a debate on photog- 
raphy versus drawings. Col. Edouard ue 
Steichen, noted photographer and ie 
commander of the Photographic Sec- ; : 
tion of the United States Air Force 
during the war, upheld photographs, A Si R d Pp bli M4 
“4 while Roy Spreter gave the case for immons- Oar man u ication 
be drawings. 
th In Colonel Steichen’s opinion the 4 i 
advance photography in magazines|1Q5 W. Adams St., Chicago 215 Market St., San Francisco 30 Church St., New York 
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How to Use Census of Distribution 


A large amount of apparently val- 
uable information has been issued 
by the Department of Commerce, 
based on the Census of Distribution 
for 1930, and much more will be re- 
leased in the near future. Because 
this is the first time a complete cen- 
sus of this kind has ever been made, 
the information has all the appear- 
ance of substantial value to those en- 
gaged in selling and advertising. 

The indications are, however, that 
comparatively few companies have 
actually proceeded to put this ma- 
terial, collected and compiled at a 
cost of millions of dollars, into prac- 
tical use. The feeling which has 
been expressed in some cases is that 
the facts developed are interesting, 
but that it is difficult to make spe- 
cific use of them in the practical 
work of planning and operating a 
merchandising program. 

The Census of Distribution not 
only gives a complete picture of the 
distribution situation as it existed 18 
months ago, but establishes relation- 
ships which should be useful in 
working out basic policies. Just why 
so many manufacturers hesitate to 
put the information thus provided to 
use is difficult to determine. 

For example, the most significant 
feature, probably, of the whole cen- 
sus is the confirmation of the belief 
that the bulk of the business done in 
any one line is handled by a com- 
paratively few units in that line. 
While this fact would have been ac- 
cepted previously by many national 
advertisers, few of them had 
changed their promotion and sales 
policies to provide proper concen- 
tration upon the 20 per cent of the 
units found to be doing, on an aver- 


Vv 


age, 80 per cent of the business. The 
census should have an effect on this 
situation. 

Policies with reference to distri- 
bution through chain stores have to 
be made with due regard to the rela- 
tive importance of chain and inde- 
pendent store sales. We believe the 
Census of Distribution gives for the 
first time a really complete and ade- 
quate picture of how successful the 
chains have been in their penetra- 
tion into the grocery, drug, shoe, 
clothing and other fields where their 
activities have been most notable. No 
manufacturer who is thinking about 
chains can afford not to know just 
what the facts thus revealed are. 

One of the most interesting group 
meetings at the annual convention of 
the Association of National Adver- 
tisers was devoted to a discussion of 
the Census of Distribution and an 
explanation of its features by repre- 
sentatives of the Department of Com- 
merce. It was evident at that time 
that many advertising executives 
lack any great amount of familiarity 
with the Census and with the ma- 
terial now available as the result of 
the completion of many special com- 
pilations. 

Because the advertising field for 
the first time is given an opportu- 
nity to put into use the results of a 
Governmental survey of tremendous 
scope and corresponding expense, we 
believe that advertising associations, 
as well as individuals, should study 
the Census of Distribution and put it 
to work, that the value of the cen- 
sus to business will be in keeping 
with the important investment made 
by the Federal Government. 
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The American Bible 


Everybody who has studied the art 
of writing has accepted the advice 
that the best models of English are 
the Bible and Shakespeare. The St. 
James version of the Bible and the 
works of Shakespeare are more than 
300 years old, but in spite of the cen- 
turies that have rolled by since they 
were written, they remain sources of 
inspiration and power, judged sim- 
ply from a literary standpoint, and 
without regard to their great value 
in other directions. 

That is why people wondered 
when it was announced that a new 
edition of the Bible, written in the 
American idiom, and intended to 
make the book more understandable 
to moderns, was to make its appear- 
ance. The work has been issued by 
the University of Chicago Press, and 
has received considerable attention. 
To say that it is disappointing is put- 
ting it mildly. 

While the revision was in the 
hands of two college professors, who 
undoubtedly approached the task 


with earnestness and a real desire 
to make the Bible more useful, the 
effect is decidedly unsatisfactory, 
largely because of the commonplace 
language which is substituted for 
beautiful, simple and poetic phras- 
ing of many passages of the book. 
The language, instead of being dig- 
nified and affecting, descends to 
about the level of ordinary newspa- 
per writing, which, while it serves 
a useful purpose, is seldom of high 
literary quality. 

The inference of the reader is that 
the changes were made in most 
cases for the sake of change, rather 
than to improve the language; and 
while the ideas may be retained, the 
elimination of many of the most 
characteristic features of the Bible, 
as it has been known, can hardly 
commend it to those who are at all 
familiar with the work. 

Advertising men who admire the 
Bible for its literary qualities will 
undoubtedly continue to use the King 
James version. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 


ing them, or throngh ADVERTISING 
AGE: 
327. The Marine Market, 


Requirements of mail contract 
awards and needs for miscellaneous 
shipbuilding assure annual expendi- 
ture of $75,000,000 in merchant ship- 
building for the next five years, ac- 
cording to this mimeographed report 
by Marine Review, Cleveland. This 
authority reports that shipbuilding 
in the United States is now more 
active than at any time since the 
war. About 50 per cent of the total 
cost of building a ship goes into 
material and equipment. 


328. Poultry Leadership. 


Capper’s Farmer prefaces this brief 
study of census figures with the 
statement that “the large increase in 
the sale of eggs and chickens has a 
vast significance for the manufac- 
turer because it means just one thing 
—the farmer is selling a greater per- 
centage of his production and buying 
more manufactured foodstuffs, rai- 
ment and home necessities. The 
farm table that used to have eggs 
as the main part of the breakfast 
menu has added cereals and other 
manufactured foods.” 


321. Buying Power and Brand Pref- 
erences of the American 


College Student 


Since college students of both 
sexes spend considerably more for 
clothing than young persons of the 
same age in other fields, this survey 
by Erwin, Wasey & Co. for College 
Humor is of special interest. In the 
belt field, Hickok is used by 74 per 
cent of those queried, with the sec- 
ond brand assaying only 3.4 per cent. 
Less unanimity was in evidence in 
coats, Hart Schaffner & Marx being 
the choice of 9.7 per cent and Society 
Brand, 4.3 per cent. Arrow collars 
led with 69.3 per cent; Paris Garters, 
73.6 per cent; and Hansen gloves 
with 13 per cent. The feminine stu- 
dents prefer Kayser gloves to any 
other kind. Co-ed dresses lead all 
other brands by a narrow margin. 
A final feature is an analysis of 
reading habits of college students. 


297. A Lift to Market. 


This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


308a. Analysis of the Circulation of 
the Christian Science Monitor. 


This booklet reports the results of 
a survey by Dr. Daniel Starch. It 
classifies Monitor readers by income; 
ownership of homes, household appli- 
ances and automobiles; travel, in- 
vestments and attendance at private 
schools and summer camps; and 
finally, readers’ response to Monitor 
advertising. 

210. A feather that cannot be taken 

out of Life’s cap! 


Life has issued a four-page folder 
to correct some figures issued by 
another publication in a comparison 
of rates. Its rate per page per thou- 
sand is $5.94, instead of a higher 
rate reported. Its four-color rate is 
below, instead of above $10 per page 
per thousand. 


320. Survey of Reader Interest. 


This is the Gallup survey made by 
Liberty, with the Association of Na- 
tional Advertisers as observer. The 
foreword says: “The need to think 
of circulation in terms of actual 
rather than potential readers should 
be apparent to every advertiser. Dif- 


ference in the methods by which 


“BALLYHOO” INFLUENCE REACHES COAST 


Doughnut Special 


We 


re-condemn Andy famous non-skid 


heavy-weight doughnuts, they’re real sink- 
ers and soda-lightful, finished in dark ma- 
hogany brown. Eat a dozen and tell us 
about them if you survive ... 


2(° doz. 


HALLOWE’EN FAVORS 


Hallowe'en favors, all flavors. Place your orders early 
and avoid embarrishment. A Hallowe'en favor from Andy 
Witchel’s Beckery is sure to wreck your Hallowe'en party... 


“ANDY” 
WITCHEL’S BAKERY 


Bakery advertisement in special ‘“Ballyhooy” section recently 


issued by Santa Monica 


(Cal.) Evening Outlook. 


Voice of the 


Advertiser 


We Got Fun 


To the Editor: I do not know the 
name of the gentleman who reported 
my address before the Association of 
National Advertisers at Washington, 
but you can convey to him my felici- 
tations because he got the real pur- 
pose of the whole address—to stir 
up the animals and make them 
think. I think that is the real pur- 
pose of a convention. 

The trouble with most conventions 
—and I am an old conventioner, hav- 
ing attended twenty-five to thirty 
every year for ten years—is that 
program-makers soft-pedal so much 
that the majority of the delegates 
either go to sleep or play golf, know- 
ing that nobody but stand-patters 
will be permitted on the program. 

I know from my own experience, 
having talked to conventions, manu- 
facturers, wholesalers and retailers 
for thirty years that people come to 
hear stimulating things. 

I have been having lots of fun and 
let me thank you for the fun you 
started. : 

E. Str. EimMo Lewis, 
Philadelphia. 


Coffee Reastere Get 
No Check for $10,000 


To the Editor: ADVERTISING AGE 
was inaccurate in reporting our an- 
nual convention. It said in part: 

“The meeting was attended by a 
representative of the American Can 
Company which has long supported 
the Association financially. A repre- 
sentative of this company came to 
the convention with a check for ten 
thousand dollars with assurance of a 
larger amount.” 

A representative of the American 
Can Company did attend just as did 
dozens of others, representing supply 
companies, but not with a check for 
$10,000. 

It was announced that the Ameri- 
can Can Company had agreed to par- 
ticipate in the new organization and 
program of the association which 
provide for associate membership for 
allied industries. Many other com- 
panies have similarly indicated their 
intention to cooperate. 

It is absolutely untrue that the 
“American Can Company has long 
supported the Association finan- 
cially.” Until this year when asso- 
ciation membership was made pos- 


magazines are sold and in their edi- 
torial appeal make circulation figures 
a poor criterion of the size of the 
audience the advertiser can expect 
to reach. This study has sought to 
establish by sound methods the ac- 
tual number of men and women read- 
ers the average advertiser reaches 
in the Saturday Evening Post, Lib- 
erty, Collier’s and the Literary 
Digest. 


sible by a change in the constitution 
not a single dollar was contributed 
to the association by this company. 

The National Coffee Roasters As- 
sociation is engaged in a reorganiza- 
tion of the coffee industry in this 
country, one of the major objectives 
being an adequate national coffee 
promotion campaign. 

Not until this organization work 
is completed, will actual promotion 
plans be made. No agency has been 
chosen. 

J. ROSENTHAL, 
Asst. Mgr., National Coffee Roasters 
Assn., New York. 


Financial Chief Is 
Against Outside Aid 


To the Editor: Speaking for finan- 
cial advertisers, I cannot conceive 
that any benefits would accrue to us 
through placing advertising under 
the supervision of the Federal Trade 
Commission. 

CHARLES H. MCMAtOoN, 
First National Bank, Detroit; 
Pres., Financial Ady. Assn. 


Bird’s or Work 


To the Editor: You recently re- 
ported I joined another Chicago 
agency. 

After leaving the Millis Advertis- 
ing Co., Indianapolis, where I was 
vice-president and copy director, I 
became associated with Edwin B. 
Self, Ine., Chicago, in a _ similar 
capacity. That is the position I hold 
now. Harry L. Brrp. 


7 FF F 


Canada? 


To the Editor: How could you 
think for one moment that my si- 
lence intimated a voluntary discon- 
tinuance of your good little publica- 


tion. For shame..... Canada’s 
treat. Enclosed find my $1 for re- 
newal. Never stop sending me my 
copies of ADVERTISING AGE, unless 


you hear so, emphatically, from me. 
RutH JOAN SCHOENBERG, 
Sidney Blumenthal & Co., 
New York. 
, | F 
Time for Raise? 
To the Editor: Mark me up for 
3 years. I think A. A. the biggest 
2 worth in the advertising press 
field. I’m not Scotch but you give 
so much that it wouldn’t surprise me 
to see you raise the $1 per year sub- 
scription rate. 
I look forward to receiving my 
copy every week and _ invariably 
carry the latest issue with me. 


Keep up the good work. It’s the 
advertising man’s Time, Business 
Week and Literary Digest rolled 
into one. 


ADOLPH JANSEN, JR., 
Wilson & Bristol, Inc., 
New York. 
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December 5, 1931 


ADVERTISING AGE 


pe] 


VETERAN PASSES 


Charles von Beseler, who died in 
Pittsburgh following an operation, 
was advertising manager of Lam- 
son Bros., Toledo department store, 


for 35 years. He was former presi- 
dent and life chairman of the To- 
ledo Advertising Club. 


“Hotel World-Review” 
To Make Annual Award 


Hotel World-Review Pictorial, 
Ahrens publication of New York, an- 
nounced its annual hotel advertising 
award for the best hotel advertise- 
ment in a newspaper, magazine, or 
hotel directory in 1931; best hotel 
booklet published in 1931, and best 
hotel sales letter in 1931. 

Each entry must give the name of 
the hotel, its manager and advertis- 
ing manager, agency and account ex- 
ecutive. 

The contest closes Dec. 31, the fol- 
lowing to select winners of a silver 
cup in each classification: F. C. 
Kendall, Advertising & Selling; Ord- 
way Tead, Harper & Bros.; C. B. 
Ryan, Jr., American Hotel Associa- 
tion; J. O. Dahl, editor, Hotel World- 
Review Pictorial and W. E. Dunsby, 
Eastern manager of ADVERTISING AGE. 


Seattle Advertising 
Men Invade Church 


Editors of three Seattle papers 
spoke Sunday evening at the Trinity 
Parish Church under the heading, 
“Church and Newspapers.” 

The advertising departments of the 
dailies provided ushers and Lloyd 
Spencer, well known advertising man, 
who recently started a “column” over 
Station KXA, read the Scripture les- 
son, 


Publisher Honored 


Robert Lincoln O’Brien, appointed 
member and chairman of the U. S. 
Tariff Commission by President Hoo- 
ver, is president and director of the 
Boston Publishing Co., publisher of 
the morning and Sunday Boston 
Herald and the Boston Evening Trav- 
eler. 


Pack Valve Cores 


The Peck Spring Co., Plainville, 
Conn., is now packing its valve cores 
in metal boxes, containing 250, 500 
and 1,000, respectively. The cores 
are also sold in small metal boxes 
for the retail trade. 


Explains Welcome 


Mrs. Helen V. Murphy, represent- 
ing the Welcome Wagon Service in 
Bridgeport, explained the modus op- 
erandi to the Bridgeport Advertising 
Club. Mrs. Murphy greets new- 
comers to the city for certain re- 
tailers. 


Permutit Loses Case 


The United States Supreme Court 
confirmed a decision of the Federal 
court for the Northern district of 
Illinois, holding invalid patent claims 
by the Permutit Company against 
the Graver Corporation. 


Everbrite to Comer 


The Russell C. Comer Advertising 
Co., Kansas City, is preparing a cam- 
Paign on Everbrite gasoline and oil 
heaters, a new account. 


lnand Adds One 


Inland Newspaper Representatives, 
Inc., has added the Madisonville 
(Ky.) Messenger to its list. 


Agencies Discuss 


Proposed Scale for 
Photo-Engravings 


Chicago, Dee. 4—The_ recently 
formed Production Managers Com- 
mittee of Chicago held a meeting last 
night, with production managers of 
all Western Four A members _in- 
vited, to discuss the correction of 
the standard scale proposed by the 
American Photo-Engravers Associa- 
tion. 

The meeting followed a_ similar 


one held in New York. At neither 
session was any conclusion reached 
or resolution adopted. George W. 
Speyer, of the J. Walter Thompson 
Company, chairman of the Chicago 
organization, and a member of the 
mechanical production committee of 
the Four A’s, presided. 

“A proposal for the correction of 
the standard scale for photo-engrav- 


ings to bring it in accord with the 
average cost experience of the photo- 
engraving industry,” was adopted by 
the American Photo-Engravers As- 
sociation at its St. Louis convention 
in a resolution containing this pro- 
viso: 


Ask for Time 


“That photo-engravers be given 
time for recommendations for such 
changes as are deemed vital to their 
own interests and the protection of 
clients.” 

The suggested scale’ increases 
basic values on small phote-engrav- 
ings and decreases those on large 
ones. 

On square finish halftones on cop- 
per of less than 35 inches, for in- 
stance, the proposed increase ranges 


from 14 per cent on the minimum 
size to 1 per cent on 25 square 
inches. 

At 40 square inches there is no 
difference between the basic values 
of the suggested scale and the pres- 
ent scale. On plates larger than 40 
square inches the suggested scale 
values are less than those of the pres- 
ent scale. The decrease ranges from 
% of 1 per cent on 45 square inches 
to 12 per cent on 170 square inches. 

Louis Flader, commissioner of 
the A. P. E. A., said the seale can- 
not be adopted before May 1. 


Remington for Stoves 


The Florence Stove Co., Gardner, 
Mass., has placed its account with 
Wm. B. Remington, Inc., New York. 


The dollar you spend now 
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received. 


for many years. 


is worth $1.50 


The dollar you SAVE now 


is worth 75¢ 


A LOT of people feel just now like the old Negro who 


came to the crossroads and saw one sign pointing to heaven 
and another sign pointing to hell. He shook his head and 
said to himself, “Ef Ah goes to Hebben, gotta fly all the 
while; ef Ah goes to Hell gotta jump all the while. Ah giss 
Ah’Il jes’ set here an’ rest mahse’f.”’ | 


BUT resting is rusting. This is true of dollars. 


I F those of us who /ave money just /eave it to rest—the 


wheels of industry keep on rusting. Wheat and cotton and 
corn keep on piling up in warehouses. Our neighbors keep 
on hunting for jobs that don’t exist. 


Now, it’s wrong to spend our dollars 
foolishly, just for the sake of spending. But a lot 
of us are saving dollars foolishly—just for the 
sake of saving—without realizing that the dollar 
we save today has a decreased earning power 
compared with the dollar we saved in 1929. But 
the dollar we spend today is worth $1.50 in value 


Most prices are way down—further 
down than they were even in 1921. 
butter and flour and clothing and furniture are 
way down—and that means values are way wp. 
This is the greatest buying time we'll see again 


Eggs and 


Pretty soon, these prices are going to 


start up—some prices 


have already started up. 


When they do, we'll have to pay more for the 
things we need right now. We shall have lost 
the chance to get that new suit or dress or chair 
or bed or radio or automobile—at a bargain! 


Besives, if we buy these things now, 
we'll put somebody to work who needs a job even 


worse than he needs charity. 


If we put him to 


work, he can buy the things «we make or sell, and 


that will help ws. 


Harp times? Not if we harness our 


dollars and hitch them to the wagon, instead of 
leaving them in the stable. 


From the Recommendations of the Committee on Unemployment Plans and 
Suggestions, of the President's Organization on Unemployment Relief. 


THE NATIONAL PUBLISHERS’ ASSOCIATION 


“To use available income to purchase goods normally needed and in the replacement of which labor 
is employed, is a condition precedent to any hopeful program to constructively increase employment.” 
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NEW UNDERWEAR 


PACKAGE MAKES 
DISPLAY EASY 


Coopers Solves Own and 
Dealers’ Problem 


Kenosha, Wis., Dec. 3—Preparing 
for an enlarged advertising program, 
Needham, Louis & Brorby, Inc., Chi- 
cago, have solved the display prob- 


lem of its client, Coopers Incorpo- | 
rated, manufacturer of men’s under- | 


wear and hosiery, with new pack- 
ages that are complete displays in 
themselves. The slight additional 
cost is more than offset by the sav- 
ing effected in separate display ma- 
terial. 

To trim a window, ledge, counter 
or case with Coopers’ merchandise, 
all the dealer needs to do now is to 
take the packages from the shipping 
case or stock shelf and set 
down. The garments are protected 
against soil with cellophane, so there 
is no need to exercise display econ- 
omy and the dealer runs no risk of 
loss from shop wear. 

Because consumers are accustomed 
to handling wearing apparel before 
purchasing it, the sealed cellophane 
wrap was tried out with some mis- 
givings. However, the desire to feel 
the material had been anticipated 
by attaching swatch cards to the 
packages, thus making it easier than 
before to get the heft of the cloth. 


Develop Book Package 


The two-piece suits are enclosed 
in a book package, which stands 
firmly when the two halves are sepa- 
rated at an angle. Border panels 
bearing information regarding the 
merchandise, or decorations which 
give a Christmas or seasonal touch, 
can be easily inserted, appearing to 
be an integral part of the package. 

The package for knit underwear is 
a tray carton with an easel back. 
The rim fiares at the bottom to hold 
the swatch card. 

The display rack folds into a pack- 
age for the three shirts and three 
shorts it contains. This feature was 
planned as a convenience for the 
dealer, the merchandise being re- 
moved when sold. 

This one special display piece was 
made up to induce dealers to stock 
a full assortment of colors. 

The packages are done in black, 
silver and red, this color scheme 
harmonizing with and accentuating 
all other color combinations. 

New merchandise, designed by the 
agency's stylists in collaboration 
with the advertiser, to accompany 
the new packages, has proved to 
dealers that style appeal can be suc- 
cessfully employed in promoting 
men’s underwear. Goods with little 
distinctive touches and _ intriguing 
titles outsold staple numbers of the 
same quality, thus proving the 
American male has a more fanciful 
taste in intimate apparel than is gen- 
erally supposed. 


Underwear Styles 


Barney Hill, sales promotion man- 
ager of Coopers, reports that two 
models which made good are the 
Ambassador, shorts with a tri-col- 
ored ribbon, inspired by the ambas- 
sador’s baldric, sewed diagonally on 
the yoke, and the Nighthawk, white 
shirts and shorts piped in black for 
evening wear. 

A masculine echo of the Eugenie 
mode with its renaissance of chiv- 
alry is the success of the “Gallant 
Knight” shirt and short ensemble. 
This name was justified by an 
escutcheon of armorial bearings em- 
broidered on the waist band of the 
short. ; 

When the stylists turned their at- 
tention to hose, they created a new 
model to cash in on the interest in 
and prevalence of athlete’s foot. It 
has a black silk leg and white lisle 
foot, and is named “Sani-Sox.” 


The package legend states it is 


them | 


| UNIQUE PACKAGES ELIMINATE SEPARATE DISPLAY MATERIAL 
| _— . ———— 


Hat Chains Add FAMILIES OWNING RADIO SETS, 1930 
Sh nm Fi h Families Having 
Radio Sets, 1930 
oes in 4 t Population Pet. of 
AREA per Family Number Total 
on Overhead I NOE i, ok ok wenieaaeennseedonGs 4.1 12,078,345 40.3 
Chicago, Dec. 3.—Exclusive hat New England TTS ETT TELE OCCLE TCC CLT havad Recetsntaded asst 
stores are unable to survive under! waine 2.0.2.2... cece cece cess eee ees 4.0 77,803 39.2 
present conditions and are casting OO hg bores ea saree ewe rene 3.9 53,111 44.4 
around for new things to sell, ac-| Wermont ..............00:cceeceeeeeeee 4.0 39,913 44.6 
cording to Men's Wear and Chicago| Massachusetts ................-000000- 4.1 590,105 57.6 
Apparel Gazette, which reports two PET eae TCR CT 4.1 94,594 57.0 
hat chains are meeting the situation i  PPECTT TOE Tee CC eT ee 4.1 213,821 54.9 
by adding men’s shoes. a wie s 
The Sarnoff-Irving hat chain| Middle Atlantic ....................-54-. 4.1 3,531,532 55.3 
blazed the new trail and Truly War- : P cones ee . pom 
ner followed suit in ten of its stores ad —, ae Sei, 2 eee heb ih: 7 — tp 
Dee. 1, a8 = wm. The shoes cerry ee Eee + ae 1,076,770 48.1 
the Truly Warner name and retail ee nae 
at $3.50. East North Central....................+- 4.0 3,201,062 50.2 
“There are too many hat stores pats a octets 
just as there were too many Grug| Qhio ...............0. cece eee c cece eeees 3.9 810,767 47.7 
stores,” commented the business NN Sone os lin ce bea me hemes 3.8 351,540 41.6 
paper. NE ag aia Suara a win aig Kae wae RTECS 3.9 1,075,134 55.6 
“Men are buying hats with about Michigan I ee ee ne eer ee 4.1 599,196 50.6 
‘the frequency with which they buy} Wiscomsin .....-....-...-.eseseeeeeeee 4.1 364,425 51.1 
castor oil and the hatter must fol-| 7 ; gins aa : ns 
low the drug store plan of adding a eer 4.0 1,434,023 8.1 
new lines. Otherwise there are long , ‘tae FOR aa 
periods when the retail selling plant oo Baye ee ee 2 potion by 
and its crew stand idle with the! Missouri ...........0..0c0csceeeee ences 3.9 352,252 37.4 
overhead clicking merrily along. Ne ings a. a5 4008 ev deresn ne 4.7 59,352 40.8 
NR yo bec heared sau eia 4.3 71,361 44.2 
EE feet les cence ka waa walpee Rit 4.0 164,324 47.8 
effective in the prevention and treat-| Kansas .............00000seeeeeeee tees 3.9 189,527 38.8 
ment of Dermaphytosis (athlete’s oe = sae 
foot), and the prophylactic charac-| south Atlantic ................200e eee 4.5 668,256 19.0 
ter of the product is given added — — — 
substance by the cellophane wrapper| Delaware ..........-:..eeeeeeeeceeeeees 4.0 27,183 45.8 
and a red cross. Se ee eee errs Ree 4.2 165,465 42.9 
— ee SE er ee 3.9 67,880 53.9 
ae = ees hier aia Ghirea'e nese nasigia Wee 4.6 96,569 18.2 
Make Advertising West Virginia «.........2..0.seeresee 4.6 87.469 23.3 
° ”? I I cose cg iso esas Careee ace wees f 72,32§ s 
Simple,” Urges Day) south Carolina |||... 4.7 28,007 7.6 
William L. Day, chairman of the| Georgia ................ceeeeeeeeeeeees 4.4 64,908 9.9 
advisory board of J. Walter Thomp-| Florida ...............cceccccsccncsece 3.9 58,446 15.5 
son Co., New York, urged more sim- — _ — — 
SF dheties Waa | Mast South Comtval...................0006 4.3 279,647 12.3 
“New themes are rising, new . mor ” re ere 
things are being deuce.” he said. » sence ERODE Calg Gee iesivetren oe ere wire re _ Peg 
“Routine methods are failing. >. lial alla eae ieee be Hyer ar 
“advertising must stimulate emo- aopeeees Sn fe eee eee Saas eee ee e ge YY: 
tionally those who cannot under- } re ee ere ee tere aces 26,475 _&4 
stand intellectually. Today advertis-| . ? anger = 
ing needs freedom from shackles.” TE TOON COOMIVEN: ois. 6 idk ks cess. 4.2 474,271 16.5 
° MEN ro ok sree eae RCS Ware OH oleus. Wha ee 4.2 40,248 9.2 
Frederick A. Weston a en rs eo ae nar 43 54,364 11.2 
with “Sun-Telegraph” EY it ne ie oP Ss Sd cok'a ng emia alert 4.2 121,973 21.6 
See re Seer errr ere tare 4.2 257,686 18.6 
After six years as sales and pub- 2 ae fea. ccen Pte. 
licity director of Kaufmann Depart- exe wan G 
ment Stores, Pittsburgh, Frederick RN By ekg iak Sgrardina tee > danke are Rank aia sec ss aie 
A. Weston will become advertising 26 
director of the Pittsburgh Sun-Tele- ee ee ee eee eee 3.9 pryend “¢ 
graph Dec. 7. Sa oe Ss ees wih S Spe 6 60088 WOR ESS Me re yr pe 
Mr. Weston, who succeeds the late pos sor Cate as he teehaw hess canbe eee RS $9 sei ote pp 
‘es Brasley, will be assisted by A. eee eo ae ee ee ee a3 11.404 HY 
C. Rankin. TE Or Ee er aor “4 404 5 
, ie ha cea sek ea ue sae ee Oe 4.1 19,295 18.1 
EE ee ae ee ere eee eee 4.4 47,729 41.1 
Advertising Is Music EN he Pals. ou ae wchs wahet bac de dee ede 3.5 7,869 30.6 
I. D. Wolf, secretary of Kauf- 35 “1.136. 374 "49.1 
mann'’s Department Stores, Pitts- ee CANE ache gk 5 Kwak aie scsi Ome be ae P id . , 
Daren, Compared Sivertigins WHA! Washington ................--......--- 3.7 180,229 42.3 
music in addressing the Women’s! Oregon es can eeknes 3.6 116,299 43.4 
Advertising Club of Pittsburgh. California. eee ke or: ne ape ; 3 ee 839 846 51.9 
“Bvery store tant play the same) Cmmretmle ...----------- eee eee eeee cage 
kind,” he said. —Bureau of the Census. 


MISSOURI O.K’S 
OUTDOOR SURVEY 


St. Louis, Mo., Dec. 3.—Active co- 
operation with the Outdoor Adver- 
tising Association of America and 
Harvard University in developing 
facts about the outdoor medium was 
pledged by the Outdoor Advertising 
Association of Missouri at its sixth 
annual meeting at the Hotel Statler 
following presentation of the plan by 
H. E. Fisk, general manager of the 
O. A. A. 

The Missouri organization ap- 
pointed this committee in charge of 
field work in Missouri: George F. 
Olendorf, Olendorf Outdoor Adver- 
tising Co., Springfield, chairman; C. 
U. Philley, Poster Advertising Co., 
St. Joseph; George Painter, General 
Outdoor Advertising Co., St. Louis, 
and President William B. Huston, 
Huston Poster Advertising Co., 
Kirksville, ex officio. 

The entire staff of officers was re- 
elected. It includes Mr. Huston; 
Kirk Jones, Jones Poster Advertis- 
ing Co., De Soto, Mo., vice-president, 
and Mr. Olendorf, secretary-treasurer. 

These were also re-elected: Mr. 
Philley, national director; Joseph C. 
Heimburger, Booneville Poster Ad- 
vertising Co., and S. J. McKinley, 
General Outdoor Advertising Co., St. 
Louis, directors. 

Benjamin Soby, sales promotion 
manager for KDKA and other West- 
inghouse stations, described the 
methods evolved to determine cover- 
age in the radio field. 


Purchasing Agents 
Stage N. Y. Exhibit 


The Purchasing Association of New 
York held an informal show at the 
Hotel Pennsylvania, 87 exhibitors 
participating. 

Kirby Page, editor of The World 
Tomorrow, and L. F. Boffey, editor 
of The Purchasing Agent, spoke at a 
dinner. 


Poor Lists Cause 
Loss of $325,000 


Direct mail advertisers wasted 
$325,000 in 1931 by poor lists, the 
Post Office Department estimates, 
compared with $501,212 in 1930. 

The Department urges advertisers 
to have lists checked by local post 
offices. 


Wells Heads Juniors 


Fred Wells was elected president 
of the Ad Forum, junior advertising 
club of Detroit. Wilson Bryce is 
vice-president, and Orion Meiselbach, 
secretary-treasurer. The club has 
resumed charge of “The Scout Sig- 
nal,’ Boy Scout paper. 


Illinois Daily Will 
Boost National Rate 


The Belleville (Ill.) News-Demo- 
crat has announced an increase in 
national rates, effective Jan. 1. 

The new rate will be 3%, cents a 
line. 


“Haberdasher’ ’ Sold 


American Hatter, New York, has 
Haberdasher and Clothier 
and will issue it as a _ separately 
bound section, “American Haber- 
| dasher.” 


| 
| 
| 
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Boyer with Agency 
| Richard O. Boyer, late of the Nev 
York Herald Tribune, has become 
manager of the copy department of 
Kelly, Nason & Roosevelt, New York 
agency. 


Take Over WCAE 


The Pittsburgh Sun-Telegraph will 
take over Station WCAE Dec. 15 in- 
stead of Jan. 1, H. M. Bitner, pub- 
lisher, announced. 


Sumter Bethea Dead 
Sumter Bethea, former owner of 
the Birmingham Iron-Age, prede- 
cessor of the Age-Herald, died in Bir- 
mingham. 


Store Uses 12 Pages 


Loeser’s, Brooklyn, used 12 pages 
of a 16-page rotogravure section of 


the New York Times Nov. 29. 
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Warrior. 


Alfred E. Smith 


Born in New York City, 1873, 
Alfred Emanuel Smith has forged 
a career hard to parallel. His 
climb to the peak of political life, 
without once compromising by 


even a shade his ideals of public 
service is an inspiration to Amer- 


ican youth. And now, perhaps 
symbolically, the Empire State 
Building has risen to the greatest 
heights that man has built. 


BOSTON 


E. A. Piller 
130 Newbury St. 


Extraordinary 


OURAGEOUS, compassionate, forthright, dynamic— 

C great Governor, great leader—Alfred E. Smith— 
Citizen Extraordinary. From scratch the race began. 

Up, up, his career, up to the heights of world renown, up in 
. politics, up in business, up in the love and esteem of de- 
voted millions. In victory or defeat, Al Smith, the Happy 


A LIFETIME IDEA 


His boyhood home was an East Side tenement, his play- 
ground the East River Docks. Long hours he worked in 
the fish market. Struggle and toil, hardship and cold, little 
time for play—yet this boy too had his hobby. At an 
early age, his imagination was gripped by the fire engine, 
symbolical of adventure, daring, heroism and romance. 
As a kid his spare time was spent in the fire house. He 
rode with the men on the hook and ladder truck. He 


followed the fire call to the remotest districts 
and soon carried a pass to admit him to the fire 
lines. Al Smith, Volunteer Fireman! Through 
the years the clang of bells, the siren's screech, 
the smell of smoke has stirred Al Smith. Through 
all his life the idea has stuck, the old-time fire 
engine has been very close to Al Smith's heart. 
Even when Governor of New York never once 
did Al fail to review the parade of veteran 
Volunteer Firemen in Brooklyn. The impression 
was gained in youth—carried inflexible through 
one of the busiest and most varied lives of our 
contemporaries. 


BOYS ARE LIKE THAT 


The likes and dislikes, the habits and hobbies 
formed in youth, carry through all the adult 
years. Sell the boy on your product now and he 
is likely to be your customer for all his lifetime. 
What a market, the boy market! What an op- 
portunity for serious advertisers. What truly 
extraordinary media, boys magazines! The boy's 
chief task is to learn. Teach him about your 
product now. No advertiser who has not himself 
seen with his own eyes, would 
believe the results obtainable 
through boys’ magazines. 


wy) = Pa(} 
Cis 


“sAll boys’ magazines are strong media. Of these extraordinary media The OPEN 
ROAD for BOYS claims to be overwhelmingly the best, outstandingly the most powerful 
advertising medium—and it backs this claim with a positive guarantee, rebate backed. 
Only a magazine of unquestioned pulling power, with complete confidence in its worth, 
could guarantee results like this. No more guess work. The OPEN ROAD for BOYS 
Magazine is first because it guarantees to be first. Write for details.’’ 


CHICAGO L.$. GLEASON, Advertising Manager 


Dwight H. Early 
100 N. LaSalle St. 122 East 42nd Street, New York City 


ROCHESTER LOS ANGELES 
Paul F. Herrick Hallett E. Cole 
823 Powers Bldg. 846 So. Broadway 
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FARM PAPERS 
PROTEST COPY 
OF 2 DAILIES 


R.F.D. Argument Is Called 
Fallacious 


Chicago, Dec. 3.—Through its ex- 
ecutive secretary, Victor F. Hayden, 
the Agricultural Publishers Associa- 
tion has filed protests with the Chi- 
cago Daily News and New York News 
against statements made in recent 
advertising of the two dailies. 

The advertisement of the New 
York paper to which the association 
took exception was headed, “Farm 
relief no substitute for customers.” 
The first paragraph said: 

“Orchard surplus will be larger 
than sales—again this year. So the 
usual palliatives are proposed—up- 
rooting trees, dumping excess in dry 
arroyos, leaving unsold crops for the 
locusts, or seeking a relief in Wash- 
ington. But shorn soils give no sales. 
And government fiat finds no cus- 
tomers. The only permanent relief 
is in new and greater markets—cus- 
tomers.” 

Mr. Hayden wrote the News, sug- 
gesting that New York, as well as 
the farm field, has its troubles at 
present, and concluding: 

“The farm market and the city 
market each has its own advantages 
and disadvantages. Don’t you agree 
that no particular benefit is derived 
by either panning the other?” 


Chicago Advertisement 


The Chicago advertisement which 
caused the association’s protest was 


BRINGING ORDER 


INTO BATHROOM 


- 
[98 r 


Cam 


Cntal 


Stanley E. Gunnison, New York agent, has developed the 
Tube Tray, which “makes lazy tubes stand up like soldiers 
on parade.” 


captioned, “Even Uncle Sam can’t 
make a dime out there.” It said in 
part: 

“The United States Government 
has never made a dime on rural free 
delivery. The R. F. D. end of the 
business has always been run at a 
loss—the deficit partially made up 
out of profits from the big cities and 
the rest through taxation. 

“Now—95 per cent of the outlying 
territory around Chicago gets its 
mail R. F. D.—delivered to a box on 


16 MM Iabhivs put the 


1932 PUNCH into SELLING 


_ TALKIES 
~ have played 
a Major Role. 
in some of the 
outstanding 
ales suc- 
cesses of the 
Year Lerner 


Thru the medium of the Animato- 
phone your president or sales 
manager may’ personally” appear 
before a hundred different groups 
in a hundred different cities all at 
once and the same time to “put 
over” a vital message or a timely 
sales story. 


Manufactured by 
Ld VICTOR ANIMATOGRAPH CORP. 
(i Davenport, lowa 
Setooss thihtes, fia Prodeson ( Distributed by 
and Animatophone uses and prices NATIONAL THEATRE SUPPLY CO. 


This year your customers must be shown 
and told and sold as never before. 
Standard Brands, Standard Oil, 
Chrysler and many others, 
“show, tell and sell’’ them 
with the Animatophone. 


MAGIC Powers for the 
Salesman 


The power of drama is packed into the demo: 
stration in which ACTION and SOUND are 
d by the Animatophone with a fidel- 


ity y that is as lifelike as life itself. 
Prospects are glad to be “shown” the 
Animatophone way, and they stay sold on . 
idea or product after once witnessing its 
dramatized presentation with “TALKIES”. 
The Animatophone is quick to set up and easy 
to operate; adaptable to all voltages. Sound 
reproduction is professional in its 
Pictures of any desired size are smooth and 
brilliant . . . and may projected any 
distance to a hundred feet. 


The ANIMATOPHONE 
16 MM Portable 
SOUND PROJECTOR 


Branches in All Principal Cities 


a post stuck in the ground by the 
roadside. 


“Uncle Sam can make money where 
he has houses to deal with in close 
formation—instead of little tin boxes 
miles apart. He can make money 
where he finds scores of customers to 
the block—instead of hops so far 
apart that it takes a horse to stand 
the punishment. . . Any place you 
can’t travel your salesmen profitably, 
you certainly can’t travel your ad- 
vertising profitably. That’s just 
common sense.” 


Purpose of R. F. D. 


The association pointed out that 
R. F. D., being concerned with dis- 
bursement rather than revenue, can 
not show a profit, and that this is no 
index to the farm market any more 
than the city market should be 
avoided because the police and fire 
departments do not show a profit. 

The association also challenged the 
statement, “any place you can't 
travel your salesmen profitably, you 
can’t travel your advertising profit- 
ably.” 

“Salesmen are traveled where the 
merchandise is sold, while the ad- 
vertising is designed to reach pros- 
pects at their homes,” it commented. 

An official of the Chicago Daily 


News explained that the advertise- 


ment was not intended as an attack 
on the farm field, but to emphasize 
the advantages of concentrating on 
the rich Chicago market. 


Home Run for Chambers 


The Hillerich & Bradsby Co., 
Louisville, Ky., has placed the ad- 


vertising of Louisville Slugger base- 


ball bats and Grand Slam golf clubs 
with the Louisville office of the 
Chambers Agency, which will use 
magazines, trade papers and direct 
mail. 


Dooley Joins Agency 


R. J. Dooley, former counsel for 


the Chicago Retail Druggists’ Asso- 
ciation, has joined Williams & Cun- 
nyngham, Chicago agency, as adviser 
to clients in the proprietary medicine 


field. 


Gardner Gets Taft 


J. B. Taft joined the New York 
office of the Gardner Advertising Co. 
Dec. 1. He has seen service with the 
Richard A. Foley Advertising Agency, 
Philadelphia, and the Lay Co., New 


York. 


Appoint Devine-Tenney 


Effective Jan. 5, the Devine-Tenney 
Corporation will become national ad- 
vertising representatives of the Mar- 


quette (Mich.) Mining Journal. 


NAME GARSIDE 
NEW CHAIRMAN 
OF SHOE STYLE 


Industry Formulates Policies 
at Display Event 


New York, Dec. 3.—The effort of 
the shoe industry to give every manu- 
facturer equal opportunities in style 
was emphasized at the First National 
Seasonal Opening and Display Week 
by the appointment of Frank A. Gar- 
side, vice-president of A. Garside & 
Sons, Long Island City, as chairman 
of the manufacturers’ style commit- 
tee. 

This committee meets semi-an- 
nually with the National Joint Styles 
Conference to determine the indus- 
try’s style platform. 

A feature of the style show was 
the introduction of the “Gandhi San- 
dal,” for women. It has little upper, 
visible toes, open shank and a cord 
at the heel. The sandal has two wide 
bands meeting over the vamp and 
the ensemble is completed by a gold 
safety pin. 

Boot and Shoe Recorder said of 
the show: 

“It had no ballyhoo, no runway, 
and practically no booze, but it had 
plenty of good, new shoes. 

“In each grade there was a strug- 
gle to find price lines that would 
please merchants who must make a 
profit. 


New Price Base 


“The average price-base on all 
shoes was set at a figure that necessi- 
tates a high and continuing level of 
production. If the manufacturing in- 
dustry can get the orders at the low 
prices, they will just about break 
even—with a minimum of profit. 
There is no margin of safety in the 
prices as set, so that any reduction 
in production will throw the entire 
machinery of manufacture out of 
line. 

“The manufacturers, in the next 
few weeks, will test the theory as to 
whether or not a rock-bottom price 
will stimulate business or whether 
the shoe industry has an almost auto- 
matic limit to its sales. We will find 
out whether the public will purchase 
shoes because of values, style and 
selection and will purchase more 
pairs because of the extremely low 
price levels. 

“If the public doesn’t respond, it’s 
a pretty good indication that it is in 
the mood to buy only what it needa 
to cover utility and some expression 
of fashion. 

“A decided attempt to make men 
buy shoes during the first three 
months of 1932 was evidenced with 
‘Before Easter sport types.’ 

“These shoes are distinctly an ex- 
tra pair proposition. Their purpose 
is to liven up the lines and tell the 
public the store is keenly awake to 
the fact that new styles in men’s 
shoes are still fashioned. 


“Publicity Shoes” 


“Merchants spent about 5 per cent 
of their January and _ February 
budget on shoes of this character. 
Neither the makers nor the sellers 
expect to make any money out of 
these shoes. 

“Both groups feel that if they get 
their money back it will be money 
and time well spent in merchandis- 
ing them from a publicity angle 
alone.” 

The paper also commented ad- 
versely on the efforts of materials 
salesmen in these words: 

“The corridors were filled with 
salesmen wanting to sell material to 
manufacturers, while manufacturers 
were wanting to sell the finished 
shoes to buyers. 

“It was the first opportunity many 
supply salesmen had of contacting 
factory principals over the heads of 
factory purchasing agents and super- 
intendents. They rode their oppor- 
tunity to a ‘fare-ye-well.’ 

“They didn’t. know enough to 


Saks Campaign 
Tells Meaning 
of ‘‘High Hat’’ 


New York, Dec. 3.—Revealing its 
own philosophy and interjecting a 
new influence into feminine reason- 
ing, Saks-Fifth Avenue has started 
a new six-piece campaign in New 
York and Chicago. 

The copy admits, even boasts, that 
anything that comes from this house 
is bound to be quality merchandise, 
but it asserts it is not high-priced 
from a logical viewpoint. 

It points out that evening gowns 
are available at $27.50 and hats at 
$8.50, as well as in the higher price 
reaches, but that even at the lower 
ranges, the goods must be both 
stylish and serviceable. 

The crux of the Saks-Fifth Avenue 
story is told in a footnote: 

“Good taste is not a matter of 
money. High fashion does not mean 
high price. You've heard Saks-Fifth 
Avenue called ‘high hat,’ but ‘high 
hat’ is not a standard of prices, it’s 
a state of mind. If it’s Saks, it’s 
right—no matter how much or how 
little you pay.” 

The campaign is running in the 
Herald Tribune, Times and The New 
Yorker in New York; in the Tribune, 
Herald & Examiner and Tower Town 
Topics in Chicago. 


‘duck’ when a customer came in. 
They even interfered with orders in 
the making for they would show a 
shoe trimming against a manufac- 
turer’s sample and suggest its in- 
clusion in the order. It was poor 
taste in its worst form.” 


Four Advertisers 


Pick Gale & Pietsch 


Four advertisers have placed their 
accounts with Gale & Pietsch, Chi- 
cago. 

The agency will use newspapers 
and radio for the Silent Glow Oil 
Corp., oil burners; radio for Carson, 
Pirie, Scott & Co., underwear, etc.; 
magazines, trade papers and direct 
mail for the Hinton Engineering 
Co., draft normalizers; and maga- 
zines, newspapers and radio for Ham- 
lin’s Wizard Oil Co. 

Lyman Irish & Co., Inc., New York, 
will continue in charge of magazine 
and Eastern newspaper advertising 
of the Silent Glow Oil Burner, the 
new appointment affecting only the 
western territory. 


Avery New Chairman 


of Montgomery Ward 


Sewell L. Avery, president of the 
United States Gypsum Co., was 
elected chairman of the board of 
Montgomery Ward & Co., Chicago, 
succeeding Silas H. Strawn, who be- 
comes chairman of the executive com- 
mittee, a new office. The company 
declared its regular quarterly divi- 
dend of $1.50 on Class A stock. 

Mr. Avery will effect a closer co- 
ordination between the mail order 
and chain store divisions. 


Straw Hat Makers 


Form New Group 


Morris D. Kopple, attorney who 
organized Associated Leaders Hat 
Lining Manufacturers in New York, 
is working on a similar body in the 
straw hat field. 

Greater stabilization is the objec- 
tive. 


Quits Export Agency 
The Phelps Dodge Corporation, 
New York, has withdrawn from Cop- 
per Exporters Inc., the co-operative 
selling agency for the export field, 
representing 90 per cent of the 
world’s output. 


Lancaster Moves 


Earle W. Lancaster has resigned 
as assistant New England manager 
of Doremus & Co., Boston, to join 
Ingalls-Advertising, Boston. 


Slash Tire Prices 


Five tire manufacturers of Akron, 
O., and one of Chicopee Falls, Mass., 
reduced prices from 7 to 15 per cent 
Dec. 1. 
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Kraus Gets New 
Ammunition for 
Paris Garters 


Chicago, Dec. 3.—Joseph M. Kraus, 
advertising manager of A. Stein & 
Co., Paris Garters, has some new 
proof to support his contention that 
dealers profit by featuring Paris Gar- 
ters, because they not only sell more 
garters, but more ‘merchandise of all 
kinds. 

Mr. Kraus has relayed to Stein 
salesmen for presentation to dealers 
a story related by a friend, one of a 
group en route to lunch. One of the 
guests needed new garters. 

“We stopped in at the Store, 
on the corner of Michigan Avenue 
and ————— Street,” the story runs. 
“The clerk in the store told him they 
did not carry Paris garters, which 
he had asked for, but had their own 
brand, and proceeded to give him a 
sales talk. 

“My friend said he always wore 
Paris garters, wanted a pair of black 
double grip, and walked out. He 
next went into the Store. This 
store had an incomplete stock of 
Paris garters, with no double grip 
and none in black. They also tried 
to sell their own brand. Again my 
friend walked out. 


Found at Last 


“The next stop was at Sulka & Co. 
The four of us went in. When my 
friend requested a pair of Paris 
garters they showed him a fine dis- 
play, including the black double grip 
he wanted. They made no effort to 
sell him any other line. 

“The manager of the store was 
present and suggested that we look 
at their sale of ties. The result was 
that the four of us purchased 238 ties 
—almost $50 worth. None of us had 
ever been in this store before and 
two of us opened accounts. 

“A sequel to the sale of this one 
pair of garters was that one of my 
friends received a gift from his wife 
of a lounging robe which probably 
cost $50—bought at Sulka’s Store, 


BOLD PHOTOGRAPHS IDENTIFY BANK’S NEWSPAPER COPY 


Unusual photographs by Torkel Korling of the structure 
Chicago, feature the campaign placed by Batten, Barton, 
advertisements stand out 


occupied by the Central Republic Bank and Trust Co., 


Durstine & Osborn. 
boldly on financial pages. 


With terse copy mortised in, the 


after she had learned her husband 
had opened an account there. 

“This may be tough on my friend, 
who eventually pays the bills, but it 
is fine for Sulka’s. Their ability to 
supply a $1 pair of Paris garters has 
brought them over $100 worth of 
business within a few days.” 


Lose William McKeown 


William H. McKeown, president of 
the State Trooper Publishing Co., 
Detroit, died of pneumonia Nov. 29. 
He began his career with the Detroit 
Times. 


Ww 


Just Another Gadget 
..or a Welcome Gift’? 


OON the art director, the copy man and the produc- 
tion manager will be comparing their Christmas gifts 


from the suppliers. 


Among the collections are sure to be a combination flash- 
light and fountain pen, a trick cigarette box and other gadgets 
that are little valued and quickly forgotten. 


This year of all years, you will find it best to give a useful 
gift to those much cherished clients and customers of yours. 


A novel and especially appropriate gift for the advertising 
manager, art director, copy writer, editor and production 
manager is a cellophane wrapped copy of “Advertising Type 
Combinations” by Arthur C. Arnold and Robert H. Powers. 


It will help your client to simplify the task of selecting type 
combinations for direct mail, advertisements, magazines, 
books and house organs. It will act as a constant reminder 
of your interest in his continued success. 


Just send us the number of clients on your Christmas gift 
list. We will quote you the quantity discount on the book 
that is fast becoming an indispensable part of the tools of 
advertising, printing and publishing. Do it today! 


GUY C. SMITH, General Mgr, 


Brooke, Smith and French, Inc., says: 


"I consider this book so helpful in 
producing effective typography that 
I am hereby ordering 40 copies for 
distribution among our clients, pro- 
duction, contact and creative staffs.” 


SINGLE COPY $3.00 POSTPAID 


ADVERTISING AGE, Book Dept. 


537 S. Dearborn St., Chicago, Ill. 


Atwater Kent in 
New Relief Program 


A. Atwater Kent, head of the At- 
water Kent Mfg. Co., Philadelphia, 
has placed the resources of the At- 
water Kent Foundation behind a 
plan to aid jobless persons employed 
in his plant for one year or more 
out of the last three. 

Necessities and not cash will be 
distributed. 


“Endless Channels” 


Perfect Circle Film 


The Perfect Circle Co., Hagers- 
town, Ind., piston rings, will release 
“Endless Channels,” all-talking pic- 
ture, at the joint show of the Motor 
and Equipment Association and Na- 
tional Standard Parts Association at 
Atlantic City Dee. 7. 

Pete DePaolo, Louie Schneider and 
other race drivers are featured. 


Scibeclina Mabier 


Reports Net Profit 


A net profit of $500,347 for the fis- 
cal year ended Oct. 31, compared 
with a net loss of $1,282,000 for 1930, 
was made by the Seiberling Rubber 
Co. 

F. A. Seiberling attributed the im- 
provement to a new product, changed 
policies and reduction of expenses. 


Plan “Mechanical 


Package Magazine” 


Fawcett Publications, Minneapolis 
and Chicago, will publish Mechanical 
Package Magazine as a monthly in 
January. 

Distribution will be obtained un- 
der a syndicate plan. Inserts of 
packaging materials will be carried. 


Old Gold Resumes 


Dividends on Common 


The P. Lorillard Company will re- 
sume quarterly dividends of 30 cents 
on common stock, which were sus- 
pended in 1927. 

Profits for the year will be about 
$2 a share compared with $1.48 in 
1930. 


File Against RKO 


That the Radio-Keith-Orpheum 
Corporation purchased a large chain 
of theaters at highly expensive prices 
was one of the allegations in a re- 
ceivership petition Dec. 2. 


Eco to Aitkin-Kynett 
Service Station Equipment Co., 
Conshohocken, Pa., has appointed 
the Aitkin-Kynett Co., Philadelphia, 
to advertise Eco products. 


Rothschild Adds Knox 


Maurice L. Rothschild, Chicago, 
has added Knox hats for men to his 
line in addition to Stetsons. 


ADAPT COPY TO 
YOUR AUDIENCE, 
EDITOR URGES 


Detroit, Mich., Dec. 3.—Advertis- 
ing’s greatest immediate opportunity 
to increase readers’ response lies in 
adopting the special slant of the 
magazine in which it is appearing, in 
the opinion of Chesla C. Sherlock, 
managing editor of the Ladies’ Home 
Journal, as expressed to the Adcraft 
Club of Detroit. 

He argued that a certain type of 
editorial appeal automatically  at- 
tracts a certain type of mind. The 
advertiser who expresses the merits 
of his product in terms of that spe- 
cial audience has a far greater 
chance to cash than those who tell 
the same story in every magazine. 

The Ladies’ Home Journal's con- 
ception of the woman it is trying to 
reach is one who is concerned first 
with meal preparation; second, with 
her family, meaning primarily child 
eare; third, the physical aspects of 
her home, including planning of the 
new house, interior decoration, gar- 
dening, appliances and equipment; 
fourth, with her own personal ap- 
pearance; fifth, entertainment and 
information on national and interna- 
tional affairs. 

“The difference between our maga- 
zine and others in the same field,” 
Mr. Sherlock explained, “is in the 
individual slant. Our test of every 
manuscript is: ‘Is it practical and 
something that can be done now? Is 
it something our readers can afford 
on their present incomes?’ 

“There is no profit in an editor 
suggesting something his readers are 
unable to carry out, either because 
of lack of taste, lack of ability or 
money. Such a program fails be- 
cause it is poorly conceived.” 


Kuhler Commissioned 


For the third time in three years, 
Otto Kuhler, industrial artist of New 
York, was commissioned by Archi- 
tectural Forum to make an original 
etching for subscribers. He is the 
first artist to get the assignment 
more than twice. 


Agency Woman Dead 


Mrs. Anne F. Smith, for many 
years head of the American Publish- 
ing & Engraving Co., New York, died 
at 79. 


Westinghouse 
Accounts Move 
to Cleveland 


Pittsburgh, Pa., Dec. 3.—Advertis- 
ing of the Westinghouse Electric & 
Mfg. Co. will be concentrated with 
Fuller and Smith and Ross, Ince., 
Cleveland agency, Ralph Leaven- 
worth, general advertising manager, 
announced. 

One of the company’s big accounts 
has been handled by a Chicago 
agency, another in New York. 

Mr. Leavenworth said Fuller and 
Smith and Ross will handle all ad- 
vertising of home electrical appli- 
ances, radio receiving sets and re- 
frigerators. 

He added that the Cleveland 
agency, headed by Allen Billingsley, 
will continue as consultant on insti- 
tutional and technical copy. 


Calendar and Ruler 


Latest from Clinton 


The Clinton Carpet Co., Chicago, 
sent prospects a combination ruler 
and calendar in behalf of Ozite car- 
pet cushions. 

The hook-up was “the cost per 
year is as important as the cost per 
yard.” 


Philip Gets Job 
W. Bruce Philip, whose survey 
of price-cutting of nationally adver- 
tised drug lines aroused national in- 
terest, has been appointed counsel of 
the National Association of Retail 
Druggists, Washington, D. C. 


O. K. New Bridge Pad 


The Bridge Magazine has approved 
the Robinson Duplex score pad, 
which makes it possible for every 
player to see the score. 


New Home for WCAU 


Station WCAU, owned by the Uni- 
versal Broadcasting Co., will erect a 
$1,500,000 home in Philadelphia. 


Sell Paper for Cash 


Carter, Rice & Co., Boston, con- 
ducted a cash pre-inventory sale of 
printing paper. 


Agate Club —_— 


The Agate Club of Chicago held its 
annual supper dance at the Knicker- 
bocker Hotel Dec. 5. 


P. G. Moran Succumbs 


Patrick G. Moran, 70, publisher of 
Work, died at Columbus, O., Dec. 1. 
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DISAGREE ON 
ADVERTISING 
OF PROGRAMS 


New York, Dec. 3.—The question 
of advertising radio advertising 
came up for discussion following the 
address of Kenyon Stevenson, di- 
rector of advertising of the Arm- 
strong Cork Co., today before the 
Radio Advertising Group of the Ad- 
vertising Club of New York, under 
the chairmanship of Howard Angus. 

Mr. Stevenson, who is chairman of 
the committee of national -adver- 
tisers which financed the “Crosley 
investigation, commented on the de- 
tailed information now available, 
through the Federal radio census 
and the Crossley investigation, of 
the number and habits of radio lis- 
teners, in spite of the enormous 
breadth of the field and the com- 
parative newness of the subject. 

He said the continuation of the 
Crossley survey next year, with its 
broader and different scope, will 
take in 160 smaller cities, not neces- 
sarily with radio stations of their 
own, instead of covering about half 
that number of larger cities, with 
one or more radio stations, as in the 
first survey. 


Radius of Station 


Giving some of his own conclu- 
sions, Mr. Stevenson remarked that 
the traditional 100-mile radius of a 
station’s influence seemed not to be 
a fair measure, asserting that in 
Lancaster, Pa., WJZ is the favorite 
station, although it is considerably 


outside of the 100-mile radius. 

Answering a question, Mr. Steven- 
son indicated he does not believe in 
the use of newspaper advertising of 
radio programs. He characterized 
this as “buying advertising to adver- 
tise advertising,” and suggested 
that the radio program should stand 
on its own merits. 

Frank A. Arnold, of N. B. C. said 
newspaper advertising of radio pro- 
grams is not “advertising advertis- 
ing,” but is advertising entertain- 
ment, and compared failure to do 
this with failure to advertise a the- 
atrical or any other amusement fea- 
ture. 


Increased interest in morning 
radio programs and an indicated de- 
crease in the former extreme inter- 
est in some of the popular evening 
programs was discussed, but it was 
admitted that it is still difficult to 
diagnose these indications as trends. 


Earns 220 Million 


The Standard Oil group of compa- 
nies will pay $220,739,182 in divi- 
dends in 1932, experts estimate. This 
is less than the $286,526,728 in 1930, 
the record year, but $2,000,000 more 
than in 1928. 


Listerine Carries On 


Despite keen competition the Lam- 
bert Company, makers of Listerine, 
earned $8 a share in 1931. 


“Antiquarian” Renamed 


The Antiquarian, New York, be- 
came The Fine Arts with the Decem- 
ber issue. 


The New Haven (Conn.) Advertis- 
ing Club journeyed to Bridgeport 
Dee. 1 to join the local advertising 
organization in a luncheon meeting. 


NEW AGENCY OFFICER AND DIRECTOR 


Franklin S. Owen (left), Williams & Cunnyngham account 


executive, who has been made a 


director of the Chicago agency, 


and George L. Emrich, who has rejoined the agency as vice- 
president. 


Tennessee Kills 


Tax on Newspapers 


Tennessee’s proposal to tax news- 
papers $2 per 1,000 circulation was 
eliminated by the joint finance com- 
mittee. 

One expert saw an ulterior motive 
as the bill would have raised only 
$13,832. 


Lee Gets Baker 


Frederick E. Baker is the new 
manager of the Hartford branch of 
the Wilson H. Lee Co., direct mail 
agency of New Haven, coming from 
the Fred L. Tower Companies, Port- 


land, Me. 


Vote on Prohibition 


The New England Advertising 
Clubs have asked members for en- 
dorsement or non-endorsement of a 
resolution of the executive board fa- 
voring repeal of the 18th amendment, 
the Bridgeport Club responding with 
aye. 


Bickel Switches Brands 


H. L. Bickel has left Servel, Inc., 
Electrolux, where he was zone sales 
supervisor, to become sales manager 
of the refrigerator division of the 
Tennessee Furniture Corp., Chatta- 
nooga, introducing the Cavalier elec- 
tric refrigerator. 


CANDY MAKERS 


FORM INSTITUTE 


New York, Dec. 3.—The Candy In- 
stitute of America has been formed 
here by 65 candy manufacturers 
with an annual production of $200,- 
000,000 as an experiment in group 
action. 

Joseph Gooch, Jr., the president, 
said the goal is to set sane stand- 
ards of quality which will ultimately 
lead to certification of goods of mem- 
bers. 

The first move will be to bring 
manufacturers together in product 
groups such as general line, package 


goods, licorice, caramels, penny 
goods, etc. 
William F. Heide, Henry Heide, 


Inc., New York, has been elected 
treasurer of the Institute, which has 
taken quarters at 369 Lexington 
Avenue and chosen 15 governors. 


Wright Donates Prize 


John Howie Wright, editor of Post- 
age and The Mailbag, Brooklyn, has 
donated $100 to the 1932 Direct Mail 
Convention Committee as a prize for 
the best poster design. 


Kilbourn Returns 


After service in the automotive 
business, Orrin P. Kilbourn has re- 
turned to the agency field as vice- 
president of J. Stirling Getchell, Ine., 
New York. 


Market New Seat 


The Sponge-Air Seat Co., Buffalo, 
N. Y., is marketing a new sponge 
rubber seat for truck and bus drivers, 
Addison Vars, Inc., being in charge. 
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JURORS OFFER 


PYRAMIDAL MAKE-UP CALLED BEST 
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ABOUT MAKE-UP 


Philadelphia, Pa., Dee. 3.—Pyra- 
midal make-up of newspaper adver- 
tising pages is favored by jurors in 
the First Exhibition of Newspaper 
Typography, held in the Ayer Gal- 
leries last April, their report, just 
released, reveals. The Francis Way- | 
land Ayer Cup was awarded to the | 


New York Herald Tribune on the} z 

three points of typography, make-up | repetition 

and presswork. E SF Se ta 
“Advertisers may request that | : 


Tist Congress 


Lord & Taylor 


ee ee ee 


we belove in... 


pajama evening gowns 


‘pure reading matter’ be run next to ae S : 
their advertisements,” said the re-| 
port, “but it is not advisable to break | 
up the advertisements with scattered xe Se 
sections of reading matter. Con-) Sa 
fusion and lack of emphasis are the | = : 
results. Py ee 

“Advertisers should not be per-| 
mitted to use too many black, bold | = 
type faces enclosed in heavy, wide, | Pee 
black rules. If four or five of these | 
advertisements are run on the same | 
page, as sometimes happens in a real | 
estate or food section, the results are | 
an atmosphere of cheapness and dif- 
ficult reading.” 


Individual comments 


operas 


ANON 


of 


EPPS OF PP 


WANAMAKER'’S 


wine 


ear 


John Wanamaker New York 


at 
= Weremete Plas Mook Seve 


| 23] 
| a 4950 £3 
| 


i 
| 


it |! 
uN 
rts ' 
MIRSES ORNS SHOP - MED FLODE 
ed a 


i 


jurors 
were also given. 


“Make-up has not kept pace with | 


typography and printing, although | 
there has been considerable improve- | 
ment,” said Howard Davis, vice-| 
president of the American Newspaper | Joseph B. Platt, art director of the | 
Publishers Association. Mr. Davis | Butter ick Publishing Co., New York, 


| paper. 


jnecessarily be applied to a news: | would be interesting to give some 


‘special classification to the type of 
newspaper which characterizes itself 
by enormous display lines. Many of 


FIGHT ACCIDENTS 


FEDERATION 10 
CONSIDER NEW 
AWARDS PLAN 


(Continued from Page 1) 


” OWA AUTO. 
| DRIVER'S CODE 


}eecey PLEDGE Tat). 
' 


the ambiguity heretofore surround- 
ing awards. 

All awards will be honorary rather 
than of intrinsic or money value. 
There will be two or three prizes 
in each class, with several honor- 
able mentions. 

The system of awards, for which 
only a moderate sum will be re- 
quired, will be financed by small en- 
try fees and by the publication of a 
book covering the results. Each 
sectional meet will be self-financed. 

A national committee on advertis- 
ing awards will be appointed each | 
year immediately following the A. | 
F. A. convention. It will have com- | 
plete charge, appointing judges and | ——— 
carrying through to the end of the 
year. The judges will number five 
to seven, with a possibility that sub- 
juries will be appointed. 

Local and sectional meets will be 
handled as major club activities, cul- 
minating on fixed dates with an/! 
award dinner and exhibit. Local | 
winners will automatically qualify | 
for national judging. starting Dec. 11 over 24 spot sta- 
jue Wine ons pega pl tions extending from the Atlantic 

‘ | 
will be standardized. Non-distinct- bee to Omaha, and north of the 
ive material will be discarded after | 
each sectional contest. 

Finally, the national winners will | 
constitute a traveling exhibit at the | 
expense of the section and clubs se- 


Five thousand of these posters will 


be erected on 
American 


Towa roads by 650 
Legion posts in 1932. 


GOLD SEAL 
GOES ON AIR 


New York, Dec. 3.—A _ broadcast 


Mason-Dixon line will inaugurate a 
52-week radio campaign by the Gold 
Seal Associates, Inc. of New York 
and Chicago. 

Gold Seal Associates, Ine. has 


| been founded to render advertising 
curing it, and then placed in the ad- }and merchandising service to inde- 


a ge of Pogue uni- |pendent retailers of the country to 
Vereny 5B ® ConVeRtER chy or | counteract the activities of chain 
other metropolis. stores. 


‘inserted a kind work for small-town |these newspapers of the sensational 
ora poy ha gi Fagen fennel | papers. | type were not good, but some intelli- 
’ | | i i 4 
chy “Many of them,” he said, “observed | gently used this point of view for a 


ec 
}so many rules of good taste in typog- | | Successful result. 


Basis for Choice raphy that they deserve more men- | This type ef paper has its public 


Harry A. Groesbeck, Jr., president | |tion than they received. A number 


and its commercial merit. These two 
| categories of newspapers are difficult 


of the American Institute of Graphic | retained an orderliness which facili- lto judge, one against the other.” 


Arts, New York, said he made his |tated ease of reading to a great de-| 


final choice on , the basis of quick | gree. for which they should be ap- | 
legibility, realizing that conventional | plauded. 
ideas of good typography cannot; “In another such 


exhibition it 


10 Minutes a Week 


If life is a constant race against dead- 
lines, that’s all you need spend to keep in 
touch with major developments in the adver- 
tising field. You can skim the headlines in 
Advertising Age in that time. 


Advertising Age is edited for advertis- 
ing men to whom time is important. 


No opinions, no frills, no oratory. Just 
facts, simply and briefly told. 


$1a Year .. 52 Issues 


USE THE COUPON 


ADVERTISING AGE, 

537 S. Dearborn St., 

Chicago. 

You may enter my subscription for one year. 
fl (check, currency, or money order). 


I enclose 


| ae 


Street No. 


| cisco, and John B. Williams, 
|president of the Curtis Publishing 
_|Co. 


The other jurors were Dr. John 
;Henry Nash, printer of San Fran- 
vice- 


Certificates were awarded to the 
Portland (Me.) Express, Charleston 
(W. Va.) Gazette, Portland Oregon- 
ian, Philadelphia Public Ledger and 
Long Beach (Cal.) Sun. 


Unified Promotion 


Brings Out Buyers 

A crowd of 85,000 visited retail es- 
tablishments the evening of Dec 1 in 
response to the invitation of Indi- 
anapolis merchants to “come and 


look.” 
The promotion, sponsored by all 
hewspapers, was intended as an 


“open house.” The public was in- 
vited to examine stocks and was as- 
sured that clerks would not try to 


make sales. Free entertainment was 
furnished. 
oT: 

Times” Advances 


Palmer and Gannon 

The New York Times has made 
Theodore D. Palmer, formerly local 
advertising manager, national adver- 
tising manager. 

He succeeds Joseph W. Gannon, 
now assistant to Don Bridge, adver- 
tising director of the New York 
Times Company publications. 


Eisfeld in Manhattan 


Manny Eisfeld has left Braeburn 
of Rochester, Rochester, N. Y., to 
become manager of the advertising- 
merchandising department of Men’s 
Wear Corporation, New York. The 
company publishes Apparel Arts, The 
Gentleman's Quarterly, The Observer, 
The Etonian, and other clothing pa- 
pers. 


Oppose Cosmetics Tax 
Mrs. Pauline B. Peters, president 
of the Philadelphia Club of Advertis- 
ing Women, is. among prominent 
women opposing a 10 per cent tax on 
cosmetics introduced in the legisla- 
ture. 


Iowa Papers Merge 
The Bedford (lowa) Times-Repub- 
lican and Free Press have been 
merged by A. H. Volkmann, the new 


owner. 


Hanff-Metzger, Inc. of New York 
will handle Gold Seal advertising. 

The broadcasts will go through 
the World Broadcasting System, 
Inc., using electrical transcriptions. 


Tampa Club Elects 


The Tampa (Fla.) Advertising 
Club elected Jerome Carter  presi- 
dent following its application for a 
charter in the Advertising Federa- 
tion of America. C. J. Jackson is 
vice-president; J. H. Jones, secre- 
tary, and Don McIntosh, treasurer. 


Pick Donahue & Coe 


The Acme division of International 
Projector Corp., New York, motion 
picture projectors, has appointed 
Donahue & Coe, New York, to place 
its advertising. 


Expand “Oregon Golf” 


Sports Publication, Ine., has been 
formed at Portland, Ore., by R. B. 
|Lang, J. S. Brooks and Walter J. 
Seott to publish Oregon Golf and 
Sportsman, successor to Oregon Golf. 


Hubbard Made Manager 


Shelton P. Hubbard, formerly with 


Brownell Returns 


Charles A. Brownell, who had an 
agency in Detroit when the automo- 
bile was a novelty, returned to town 
Dec. 4 to address the Adcrafters. He 
placed the first advertising for Olds- 
mobile, Goodrich, Goodyear and other 
automotive accounts. 


Fellowship for Glass 


Macbeth-Evans Glass Co., Charle- 
roi, Pa., has established a fellowship 
in illuminating glassware at Mellon 
Institute of Industrial Research, 
Pittsburgh, with Dr. Rob Roy Mc- 
Gregor incumbent. 


Joseph Hardig Rises 


Rewarding 11 years of service, the 
Campbell-Ewald Co., Detroit, has 
made Joseph L. Hardig assistant 
general manager. He works on some 
of the agency’s leading accounts, in- 
cluding Oakland and Cadillac. 


Elected Treasurer 


Mrs. Gladys Knight Thomas, John 
D. Emrich Company, has been elected 
treasurer of the Women’s Advertising 
Club of Chicago, succeeding Helen 
Somerville, Capper Publications, re- 
signed. 


the McGraw-Hill Publishing Com- 

— Tee pany, has become New York man- 

Bank Expert Moves ager of American Hotel Journal, 
Mrs. Amy R. Hyde, who was adver- Chicago. 


tising and personnel manager of the 
Union Bank of Chicago for nine 
years, is now advertising manager 
of the Chicago Bank of Commerce. 


Fry Made Trustee 


Wilfred W. Fry, president of N. W. 
Ayer and Son, Philadelphia, has been 
elected a trustee of the Jefferson 
Medical College and Hospital, Phila- 
delphia. 


Farm Paper Bi-Weekly 


Kansas Farmer, Topeka, will be- 
come a bi-weekly Dec. 12 until fur- 
ther notice. 


Uisediine Loses Arm 


Louisville physicians amputated 
the arm of H. M. Goodloe, of the ad- 
vertising staff of the Nashville Ten- 
nesseean, following a collision with 
a hit-and-run driver near Louisville. 


Lists Film Sources 


The Victor Animatograph Corpo- 
ration, Davenport, Ia., has published 
a directory showing where to obtain 
16 m/m silent and sound films. 


Building Is Better 


President Hoover’s plan to estab- 
lish home loan discount banks has 
increased activity, American Builder 
and Building Age, Chicago, reports. 


Tanners Adopt Slogan 
The kid group of the Tanners’ 
Council of America, New York, has 

approved “Kid flatters the foot.” 


Radio for “Coldlax” 


Smith Brothers Laboratories, 
Louisville, Ky., will use radio for 
Coldlax, cough medicine. 


Reimold with G. M. C. 


George Reimold has joined the art 
division of the General Motors Cor- 
poration’s advertising department. 


Hold House Warming 


The Advertisers’ Club of Cincinnati 
held a housewarming at its new 
quarters in the Hotel Gibson Dec. 3. 
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There Are Times 


HE idea back of THE MARKET DATA BOOK did 

not originally include rendering a service to people 
who have spring fever all winter. It was, rather, intended 
for those who need facts, in quick-reference form, about 
specialized markets; what they buy; how much, when 
and how they purchase; trends likely to affect their sales 
opportunities in specific fields; and complete lists of spe- 
cialized mediums, rates, closing dates, etc. 


But, people who were too busy and some who were too 
lazy to take time out for researching every time they 
needed dependable market figures soon found THE 


MARKET DATA BOOK a great time and energy saver. 
They liked its consciseness and quick reference form. 
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Because this book is published as a service to sales and 
advertising men, it is not for sale. You can secure a copy 
of the new, 1932 edition by subscribing to CLASS & 
INDUSTRIAL MARKETING—a monthly journal cov- 
ering every phase of selling and advertising to special- 
ized and industrial markets, including the management 
of salesmen, methods of compensation, planning, adver- 
tising, the building of catalogues, securing the coopera- 
tion of distributors, introducing new products, servicing 
customers, getting inquiries, etc. 


For your convenience—Ah! There it is down in the lower 
corner. 


CLASS & INDUSTRIAL MARKETING, 
Terminals Building, Chicago, Ill. 


I accept your invitation to secure a copy of the new 280-page MARKET DATA 
BOOK for 1932—FREE—with a subscription to CLASS & INDUSTRIAL MAR- 
KETING at the regular rate of $2.00 per year. 


So enter my subscription at once and send the book free and all charges prepaid. 


O $2.00 enclosed 
Check one O Bill me later 
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ADVERTISING AGE 


December ‘5, 1931 


FIRST RADIO 
LIBEL SUIT IS 
FILED IN EAST: 


| 
New York, Dec. 3.—In a law suit | 
involving nobility—Prince Georges | 
Matchabelli and his wife, Princess | 
Norine Matchabelli—a noted col-| 
umnist, Walter Winchell—one of the | 
largest national advertisers, the| 
American Tobacco Company—one | 
of the two leading radio chains—the 
National Broadcasting Company, 
and, as witnesses, a large section of | 
America’s radio listeners, large dam- | 
age claims depend entirely on what | 
a man said into a microphone on the} 


A $10 MILLION MARKET 


yALE men each spend an average of 

$1400 per year in addition to tuition 

and board. They average $170 per 
year for suits alone——a total of $1,024,000. 
Haberdashery, cigarettes, hats, coats, shoes, 
toilet goods, and all the other necessities of 
sophisticated living are being purchased 
every day in exceptionally large quantities. 
Yale men, noted for having introduced 
many styles into this country, offer a com- 
pact, wealthy, easy-to-reach market for 


“GEE! HAW!” 


Walter Winchell 


night of Nov. 19 
E. 8. T. 

Through Benjamin F. Spellman, 
attorney, Prince Matchabelli, his 
wife, and Prince Matchabelli Per- 
fumery, Inc. have each filed suit for 
slander against Walter Winchell and 
the companies noted above for al- 
leged reference to a news article 
concerning the Matchabellis in The 


at 10.25 o'clock, 


quality consumer products. Use THE YALE 
DAILY NEWS if you would meet them on 
their own ground. More than 7,200 students 
and faculty members read it daily. 


The Collegiate Special Advertising Agency 
represents THE YALE DAILY NEWS and 
all other leading college and school publica- | 
tions throughout the country. We can as- 
sist you to secure or improve your college- 
town distribution. Send for additional in- 
formation on the en- 
tire college market. 


Ask for The Collegi- 
ate Salesman—show 

ing a complete list of 
College publications. 


=s 


Collegiate Special Adv. Sgeney, Ine. 


New York 


18 E. 41st Street 612 N. icine Blvd. 


Ubiquity 


Here is one of the many reasons 
for the ubiquity of the Fairchild 
Publications in every branch of 
the textile, apparel and related 
industries: “I enjoy your maga- 
zine so much that I want you to 
send a sample copy to each of 


the following . > 


Fairchild Pubtestions 


8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chicago, Ill. 


Sell Iowa with 


color 


in the 
DES MOINES 
REGISTER AND TRIBUNE 
Color any g ! you like it . . . one color 
and black in Daily or Sunday news sections 
four colors in Sunday Rotogravure 


section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


Need an Experienced 


Newspaper Promotion Man? 
Young man (28) with a good newspaper and 
advertising background is now available. 
Recently with an outstanding organization. 
Good references. requirements are 
reasonable. Write or wire for a prospectus 
of samples and qualifications. 


Address U. JOSEPH BROWN 
524 S. 7th St., Wyoming, Ill. 


New York Daily Mirror on Novy, 18 
and for slanderous statements Mr. 
Winchell is alleged to have made 
|during the Nov. 19 Lucky Strike 
broadcast. It is alleged Mr. Win- 
if echell referred to the Prince as a 
“self-styled royalist” and the _ per- 


| tumery business as a “racket.” 


Seen As Test 


| The suit is looked upon as a test 
{ecase. Mr. Spellman said an inves- 

tigation is being made to determine 

how many persons heard the Win- 
'chell broadeast and that when the 
number was determined to his satis- 
faction he would fix the amount de- 
manded in each suit at $1 a hearer. 
Meanwhile summonses were served 
in three suits against The Daily 
Mirror for its publication of Nov. 
18. In each case, $602,384 is sought, 
/computed at $1 a person for the tab- 
| loid’s circulation. 


Mr. Winchell, about whose state- 
ments the whole case revolves, said 
he made no deprecatory remarks 
about the Prince or his business but 
on the contrary had broadcast that 
the facts seemed to refute the news 
stories to which the Prince took ex- 
ception. 


In his column of Dec. 2 Mr. Win- 
chell commented as follows: 

“Gee! ... The teny of tt! .. 
For once I defended a fellow from 
an attack—and what happened?... 
Haw!!! ... I am sued for slander! 
!!!... Oh, my chapped lips! ... 
And it was nothing that I penned! 
...I1 can’t sleep from laughing 
about it. .. And, after all I’ve got- 
ten away with—including murder, 
arson and theft! .. I'll be scared 
stiff henceforth when writing a com- 
pliment. .. So that’s what you get 
for being a constructive critic, eh?” 


Beacon and Lehigh 


Effect Consolidation 


The Lehigh Valley Outdoor Adver- 
tising Company and the Lehigh Pos- 
ter Advertising Company have 
merged with the Beacon Advertising 
Company as the Lehigh Advertising 
Corp. with general offices at Allen- 
town, Pa. 

Leonard Dreyfuss, president of the 
United Advertising Agency, New 
York, is chairman of the board of 
the new company, and Samuel L. 

Schub, president of the Metro Out- 
door Advertising Corporation and 
president of the former Beacon Ad- 
vertising Company is _ president. 
Frank V. Storrs disposed of his con- 
trolling interest in the Lehigh com- 
panies. 


Deutsch Scores Success 


As chairman of the lithographers 
division of the local emergency re- 
lief organization, Joseph Deutsch, of 
the Edwards & Deutsch Lithograph- 
ing Co., Chicago, reported over-sub- 
scription of $31,113, the quota being 
$75,000. 


-|ager of Younker Bros., 


ANALYZE 205 
MANUFACTURERS’ 
FINE RECORDS 


Washington, D. C., Dec. 3.—The 
Bureau of Foreign and Domestic 
Commerce has released this analysis 
of reasons why 205 manufacturers 
increased sales or profits in 1931: 

Sales efforts, 46—increased sales 
efforts, 37: increased sales force, 4; 
sustained sales efforts, 5. 

Advertising, 80—increased adver- 
tising, 29; maintained advertising, 
19; extensive advertising, 5; ag- 
gressive advertising, 5; careful ad- 
vertising 4; reduced advertising, 4; 


other, 14. 

Eighteen credited gains to market 
research; 3 to new uses for the 
product, and 10 to more efficient 
management of salesmen. 

Other 1931 Aids 
Other reasons given for better 


records: closer scrutiny of sales ter- 
ritories, 5; closer co-operation with 
dealers, 17; analysis of sales costs, 
8; extension of foreign sales, 4; im- 
proving service, 10; extension of 
credit, 4; increased sales outlets, 3; 
reduced prices, 18; other price poli- 
cies, 4; following style trends, 4; 
other reasons, 16. 

Changes in the product were 
named as an important factor. Di- 
versification was followed by 14; 
specialization, 3; modifying product 
'to appeal to customers, 17; product 
research, 11; new products, 20; bet- 
|ter quality of products, 20; packag- 
ing, 5. 

Production played a part. Five 
reported more efficient purchasing 
as the chief reason for improve- 
ment; installation of modern equip- 
ment, 14; reduction of operating ex- 
pense, 24; reduction of overhead, 7; 
balanced production, 9. 

Five stressed importance of finan- 
cial policies and 7 emphasized other 
policies, including administrative. 

The complete report of 35 pages 
is available at the Bureau. 


Sheaffer Adds Radio 


The Wm. A. Sheaffer Pen Co., Ft. 
Madison, la., launched its first radio 
program this week. The half-hour 
program over the Columbia network 
featured Phil Baker, Ruth Lyon and 
Ted Weems’ orchestra. 


Des Moines Leader Dies 


Jack C. Neal, 36, promotion man- 
Des Moines 
department store, died last week of 
poison ivy infection. He was a for- 
mer vice-president of the Des Moines 
Advertising Club. 


Kelsey Dies in Boston 


Charles Edward Kelsey, who, 
prior to retirement in 1927, was for 
38 years president of the Perry Ma- 
son Co., publisher of Youth's Com- 
panion, died in Boston. 


T ypographer Transfers 

Dave Roberts, a typographer in 
Great Britain and America for 33 
years, has resigned from Printers, 
Inc., Detroit, to become director of 
typography for George ' Willens & Co. 


Vapex Goes « on Air 


Vapex began broadcasting this 
week, using a 15-minute program fea- 
turing the four Mills brothers, Negro 
singers, over the Columbia network. 


South Is Building 


A $250,000,000 building program 
has been launched in the South, a 
survey by Manufacturers Record. 
Baltimore, showed. 


Magazines for Ewin 
W. I. Tracy, Inc., New York, will 
use magazines for Ewin & Ewin, 
Inc., decorators, New York, a new 
account. 


Eckman in New Office 


The Harry Eckman Co., Detroit 
agency, moved Dec. 1 from the Trans- 
portation building to 5 West Larned 
street. 


MR. . WRIGLEY'S 211TH AUDITION 


The Wm. Wrigley Jr. Co., Chicago, adopted 


after 210 other radio acts had 


Myrt and Marge 
been heard, Myrtle Vail (left) 


told the Women’s aubbadhdetieed Club of C ee Dec. 4 


FRED MILLIS 
BUYS HIMSELF 
A NEWSPAPER 


Indianapolis, Ind., Dec. 3.—Fred 
Millis, president of the Millis Adver- 
tising Company, announced today 
that he has bought the South Bend 
News-Times from Joseph M. Stephen- 
son. He will take over the paper Jan. 
1. Mr. Stephenson will devote his 
time to the Conservative Life Insur- 
ance Co. of South Bend, of which he 
is president and treasurer. 

Mr. Millis said he contemplated no 
changes in the policies, personnel or 
management of the paper. 

The Indianapolis agency, which 
for several years has specialized in 
national cooperative advertising, will 
continue with Robert E. Hall, secre- 
tary, in active charge. 

Mr. Millis will divide his time be- 
tween the two offices. 

It has been known for several 
months that he was looking for a 
newspaper investment. When _ the 
Memphis Commercial-Appeal was in 
litigation several months ago, he 
made an offer for the property. 

In this purchase he is returning 
to a business in which he has had 
wide experience. He broke into ad- 
vertising by way of the advertising 
department of the Terre Haute Star. 
Then he was on a paper in Houston, 
Texas, and came to Indianapolis as 
assistant advertising manager of the 
Indianapolis News. He established 
his own agency about twelve years 
ago. 

He is chairman of the board of di- 
rectors of the Economy Machinery 
Corp., chairman of the board of the 
Aetna Investment Corp., a director 
of the Indianapolis Community Fund 
and a trustee of Hanover college. 


De Nike Is Promoted 


D. E. De Nike, Jr., assistant adver- 
tising manager of the National Union 
Radio Corp., New York, has been 
made advertising manager. He suc- 
ceeds Paul C. Staake, who resigned 
to accept a partnership in the Barnes 
Printing Co., Kalamazoo, Mich. 


Gets Furniture Account 

Wm. A. French Furniture Com- 
pany, Inc., New York, manufacturers 
and importers of fine furniture, has 
appointed J. P. Muller & Co. to direct 
a newspaper campaign. 


READER 
INTEREST 


are 
editorial 
watch 
words 


HEARST 


BUSINESS 
MAGAZINES 


MOTOR —AMERICAN DRUGGIST 
AMERICAN ARCHITECT — AROMATICS 


KENMORE 
HALL... 


145 Fost 23 “g/ 


BEST BY COMPARISON 


PHOTOSTAT 
COPIES 
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Women in 
Advertising 


Jeannette Carroll 


St. Louis, Mo., Dec. 3.—While 
Bryant-Stratton College, of which 
Jeanette Carroll is publicity director, 
is at Providence, R, I., Providence 
had better watch its step or some 
other city will lay claim to the vice- 
president of the Advertising Federa- 
tion of America. 


Miss Carroll has been making the 
rounds recently in behalf of the A. 
F. A., and Cleveland, Chicago, Detroit 
and St. Louis advertising men ex- 
pressed the conviction that she would 
make an extremely desirable addi- 
tion to all or any of these cities. 

She is the first woman to become 
an officer of the A. F. A., but that is 
by no means the only precedent she 
has established. 


Miss Carroll is a graduate both of 
Bryant-Stratton College and of Stan- 
hope-Wheatcraft Dramatic School in 
New York. For ten years she was 
engaged in theatrical work, appearing 
in most of the large cities of the 
country, 


It was on the stage that she 
learned to ponder the weight of ad- 
vertising, which can either make or 
break theatrical celebrities. Perhaps 
it was this reasoning which induced 
her to pose for some photographs 
for advertising purposes, and later 
to become an advertising woman. 


The war was a contributing factor, 
involving the stage in its chaos and 
causing Miss Carroll to take a jour- 
nalistic course at Brown University, 
from which she stepped into her 
present position. 


Multitudinous Duties 


She scrutinizes all publicity, in- 
cluding advertising. She writes the 
school’s copy for all mediums. Re- 
cently she struck a new vein with 
posters for industrial institutions, 
urging workers not to be content 
with any humble role. 

Miss Carroll not only writes adver- 
tising but teaches it to embryo ad- 
vertising folk at Bryant-Stratton. She 
varies the routine by conducting 
classes in public speaking. 

Her advice to students is to ac- 
quire a good English foundation, 
whether their bent be toward edi- 
torial work or advertising. 

She thinks most people, including 
advertising men, have the wrong 
Slant on the youth of today. 

“If it is flaming,” she says stoutly, 
“it is with the hope of accomplishing 
something worth while.” 

She has the gift of inspiring those 
With whom she comes into contact. 
After she addressed the Advertising 
Club of Baltimore recently, the ecs- 
tatic editor of the club paper rushed 
to his sanctum and hammered out 
these lines: 

“She spoke with vibrant emphasis, 
graceful gesture, pleasing tone of 


Voice and an animated manner which 
took solid words and made them as 
unanswerable as they were unforget- 
table!” 

Looks like Miss Carroll is due for 
Te-election. . 


Younggreen Is New 


Director of Council 


Charles C. Younggreen, president 
of the Dunham, Younggreen, Lesan 
Co., Chicago, was elected a director 
of the Chicago Advertising Council. 

Mr. Younggreen was formerly 
president of the Advertising Federa- 
tion of America. 


To Give Art Course 
A new elective ‘course on “Art 
in Advertising” will be introduced 
at Georgetown High School, Phila- 
delphia, in February, with W. L. 
Bencker in charge. 


Pay 33rd Dividend 
American Safety Razor Corp., 
Brooklyn, Gem and Ever- Ready 


blades and razors, declared its 33rd 
consecutive cash dividend payable 
Dec. 31, the amount being $1.25 per 
share on the no par capital stock. 


Skywriters Lead League 


The Skywriters are leading the 
bowling league of the Cleveland Ad- 
vertising Club, being followed by the 
Demonstrators, Billboards, Movies, 
Magazines, Direct Mails, Newspapers 
and Broadcasters. : 


New Hump Pin 


The Hump Hairpin Mfg. Co., Chi- 
cago, is introducing a jeweled Hold- 
Bob pin to retail at ten cents. 


Sells Tool Output 


T. M. Gallavin has formed an 
agency in Syracuse, N. Y., to sell the 


output of the Franklin Tool Co., 
Buffalo, in the United States and 
foreign countries. 


Heads Business Bureau 


W. A. Steadman, Southern Bell 
Telephone Co., was elected president 
of the Birmingham Better Business 
Bureau, succeeding Crawford John- 
son, Jr. 


Maitland in Detroit 


Jack I. Maitland has returned to 
the Detroit Free Press from the In- 
dianapolis News, where he was local 
display manager. 


O. A. I. Promotes Ripley 


George Ripley, Jr., special repre- 
sentative of Outdoor Advertising 


Inc., in Atlanta, was elected a vice- 
president. 


Release Arrow Film 
Cluett, Peabody & Co. have re- 
leased a film “Pointers to Profit,” to 
branches for display to retailers, fea- 
turing shirtings as a key line. 


W. P. Lyon Dead 


W. P. Lyon, advertising manager 
of the San Jose (Cal.) Mercury- 
Herald, died suddenly. 


Anna Wheeler Moves 


Anna Wheeler has left the Bon 
Marche, Seattle, for the advertising 
staff of the Jolie Maisonette, a new 
store specializing in party decora- 
tions. 


nomically reached. 


If You want coverage - - 


Here it is! 


The hospital field is one of those fortunate markets 
in which a comparatively small number of individual 
units exercise tremendous buying power. 
trated market, easily and eco- 


It is a concen- 


Of these, Hosprra, MANAGEMENT reaches 306,760 beds 


——8o percent of the total. 


If you want coverage—coverage of the primary 
hospital market—here it is! 


And since this remark- 


Yet even in the hospital 
field all units are not of equal 
importance. Some are larger, 
more active, more progressive 
than others. 


The primary hospital 
market—the real cream of 
the field—is composed of 
those institutions whose names 
appear each year on the Ap- 
proved List of the American 
College of Surgeons. 


These hospitals are uni- 
versally recognized as the 
largest and most progressive 
general hospitals in the coun- 
try. According to the College 
of Surgeons’ own estimate, 
these hospitals rendered 98,- 


500,000 days of service to 8,215,000 patients during the 
That means that these 
treated about 75 percent of all the patients in American 


past year. 


Hospitals last year! 


The 1931 Approved List (made public in October) 
contains the names of 2,002 institutions in the United 
States, with a total capacity of 384,131 patients’ beds. 


able coverage of these out- 
standing units is accomplished 
with less than half of our 
total hospital circulation of 
4,044, more than 2,000 hospi- 
tal subscriptions are left with 
which to cover other units in 


the field. 


And now look. at what 
that coverage means when 
translated into advertising 


Hospirar MANAGE- 
MENT’s basic black-and-white 
page rate, on annual contract, 
is $90. Thus, for every dol- 


Bed Capacity and HOSPITAL 

MANAGEMENT coverage, 

American College of Surgeons 

approved hospitals 
1930 1931 
cal tke St 

400 -—— (In Thousands) — 400 
3756 = —— 375 
350 -—— —— 350 
36 = ——— 325 
36 - o=——=— 300 
275 — — 275 costs: 
m= =——— 250 
263 = —— 225 
m= —— 200 
1%6—-— o——. 175 
16 - =——— 150 


institutions alone 


lar of space cost, the adver- 
tiser reaches 3,408 American 
College of Surgeons approved 
hospital beds, to say nothing 


at all of our circulation to non-approved units. 


No other publication in the field can provide such 
tremendous buying power per advertising dollar—no 


other publication can come within 25 percent of this 


figure. 


If you want coverage—coverage of the primary 
hospital market—at the lowest possible cost—here it is! 


HOSPITAL MANAGEMENT 


The practical journal of administration 
537 S. Dearborn St., Chicago 


Graybar Bldg., New York 


The only hospital journal member both A. B. C. and A. B. P. 
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St. Louis, Me. 


fe 2 ; ¥ a 


MILK CONTAINER PROVES THERE’S SOMETHING NEW UNDER THE SUN 


These illustrations will be used by the St. Louis office of the J. Walter Thompson Co. in a 1932 campaign featuring a 
non-refillable container for the St. Louis Dairy Co. Manufacturers of the package, the Sealcone, encourage users to make 
the most of it by giving territorial franchises. 


Don’t 
advertise 
the fact 
that you 
have a 
small 
income! 


Wear a 

business 

collar PACKAGE FEATURED AS PREMIUM 

to Hickok pre-Christmas advertising says the bakelite cigarette 
business and kit boxes in which a special line of belts, buckles, braces 


and garters are packed are worth as much as the merchan- 
dise. Makers of the Paris line countered with cedar cig- 
arette boxes. 


This unusual poster tech- 


nique, which introduced the 

FOR cw AR ROW 1932 Chevrolet to the public, 
— attracted much _ attention 
bid we among advertising men, as 


~__| _susora from motorists. 
we vv le vhed COLL ARS It was regarded as worthy 
of the distinction of receiving 


reve ed -” the outdoor 
e n any other poster ever 
- COLLARS AS INDEX TO INCOME presented. The full story of 
This is a new campaign theme of Cluett, Peabody & Co., the the campaign is given on 
agency being Batten, Barton, Durstine & Osborn. Page 1. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


CHICAGO, MLLINGIs 
PERMIT NO. 000 


RETURN POSTAGE GUARANTEED 
MERCHANDISE MART- 
CHICAGO 


CLINTON CARPET COMPANY 


— — 


FIRECRACKER 


The Clinton Carpet Co., Chi- 

cago, used this container to 

carry a dealer broadside urging 
retailers to “trade up.” 


MOVES TO COAST 


After serving Eastern offices of thé 
J. Walter Thompson Co., Lynn Bake 
has been appointed Pacific Coas@ 
manager at San Francisco, effectivé 
Jan, 1. 
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